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ideas ior selling silverware are coming from Holmes & Edwards. 
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Not only is DeepSi!ver a new concept in silverplate that makes a terrific sales story for 
your customers who want the finest... it is also packaged up and down the line with fresh 
sales appeal. New idea: this DeepSilver Buffet Set. See it in LIFE—in color — July 23! 
A specially assembled 50-piece service for 12 that sells at the same price as the formal 
service for 8. If the Holmes & Edwards man doesn’t pick up your order in the next few 
days, wire: Holmes & Edwards Division, International Silver Company, Meriden, Conn. 
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Haney Qiu  Piamonds 


Right in the heart of the European market we 
have our own offices constantly combing 

the markets to bring you the best values 

in fancy cut diamonds available. That is 

why hard to find diamonds are always in 
stock at William Levine with prices that 

defy competition. Marquises, emerald 

cuts, pear shapes, triangular cuts and 

heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 


1]. ° > 
William l_evine Company 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 


29 East Madison Street ° Phone CEntral 6-3700 ° Chicago 2, lilinois 


Branch Offices: New York ® Antwerp 
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THE COVER 

More homes and more home-owners 
more families and bigger families 

. @ new appreciation of gracious 
living, exemplified by ao new em- 
phasis on the dining-room .. . these 
odd up to a broader market and 
greater profit potential for the alert 
jeweler in his china and glass depart- 
ment. in a section devoted to this 
important section of the jewelry 
store, you will find the statistics to 
back up the concept of a broaden- 
ing market and a detailed article on 
overall bridal promotion by William 
Scheibel. Turn to page 50. 
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Reginald should be forgiven his complacency. Since stocking and selling Duet Custom 
Set rings he’s got diamond twinkles in his eyes instead of expensive diamond inventory 
in his safe. With the additional capital thus saved he can stock a larger selection of 
styles, assuring more ring sales. Incidentally, Reginald holds no patent on this discov 


cry. It can happen tO YOU. Write today for full particulars and the name of your nearest distributor 


LZ : - 
Gret Cusen Get” ea teamond-saver ting 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE 

@® MAKE ON-THE-SPOT REMOUNT SALES. 

@ SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES 


KUSHNER & PINES, INC. 15 West 47th Street, New York 36, N. Y. 
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TIME wre ret 


- YOu wiILe SELL! 


For nearly a century we have guarded the integrity of 
the name ERNEST BOREL by maintaining the most rigid 
quality standards. As a result, we have enjoyed the sus- 





tained acceptance of quality jewelers and their most dis- 


criminating customers. 


But a brand name can and must be sold to the millions. 
serviced in 


That is why we take an aggressive approach to selling .. . 50 eomutden 


with a strong advertising program in prestige magazines. on 5 continents. 


I | M EK will carry a series of six advertisements 


this year. 


V «<) (, U E will carry an ERNEST BOREL ad- 


vertisement in the November 15 issue... in time for 
Christmas buying. 





You can afforfi your discriminating 
Th ) taste, when it’# an Ernest Borel Chro- 
> N y k , nometer; for Here is an investment in 

e e WwW O r e r will carry three time, life’s mpst precious commodity. 
ERNEST BOREL advertisements. Each Ernest Horel Chronometer is pains- 
takingly and figidly tested. It must meet 

etna a mere aoonta highest standards, controlled by the 

And remember ERNEST BOREL is the JEWELER S watch, we goverdment itself. Fewer Ml one 


and ONLY the jeweler’s watch. This program is designed watch in 1,900 has the accuracy to pass 
hel + We } All the in with these tests/ No wonder so many of the 
to help you meet competition. We hope you will tie in with discriminating desire—and own—e pre- 


our promotion plans, take advantage of our merchandising st Borel Chronometer. 


aids. 





14 Korat Gold Case 


ram ss $250 
HAVE THE SALES TIME OF YOUR LIFE!" | cUc Harr Stine trams 108 


Write for free copy of booklet with the above title describing 


how you can capitalize on the exciting new ERNEST BOREL BOOKLET “Je’s a Matter of Time 
iad P BOREL WATCH COMPANY 
sales and advertising program for 1956. 1002 Walnut, Kansas City, Missouri 
Direct Importers for the U. S. Market 








AS SEEN IN TIME MAY 14 


ERNEST BOREL (fia'rine warcues 


1002 WALNUT KANSAS CITY, MISSOURI 
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“WONDERFUL!” 


say manufacturers, wholesalers, retailers and their customers! 
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KARLAN & BLEICHER’S new A number of melee are set around the center 
diamond creating the appearance of 4 times 


Yy ba the actual weight and about twice the spread. 


diamond settings 




















size 
center 


looks like 


this diamond 
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Stores everywhere report marvel- 
No. 137/47079 .. . Heart-shaped 
“Spectaculight” ring with a TRUE 


ous results at the consumer. level! 
. Ad 
heart-shaped diamond appearance. samme. ail . . ahd 
‘ sells! 
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aggressive jewelers from coast-to-coast that 
“Spectaculight” not only has a permanent place 
in their stock but is well worth every 

effort. The excited reaction of the public is proof 
that a long-felt need has been more than amply 
filled ... the need for more diamond flash per 
dollar! “Spectaculight” belongs in every diamond 
ring line, in every jewelry store, in every ring 
tray and in every diamond promotional plan. 





No. 195/4706 ring with 
No. 45/4706 Gidea 

Available in 5 sizes in Men’s and 
Ladies’ Rings-—“Spectaculight” settings can 
be had in sizes that have the appearance of % 
carat, 1 carat, 142 carats, 2 carats and 3 carats 


centers, in @ huge choice of mountings and in 
both lock-sets and conventional bridal pairs. 


Distributed through leading 
wholesalers. If your whole- 
saler can’t supply you, write 
ws for list of sources. 





; No. 195/2214/1. 
| with No. 2218/1 
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Creators, Designers and Manufacturers of “Perfect Ring Findings” 


AURA ¢BLBICHER.IN 


CBee 136 W.52nd ST., NEW YORK 19, N. Y. 
Sy OFFICES IN CHICAGO AND LOS ANGELES es eeses nson as o® 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





Comprehensive Newspaper 
Ad-mat Service 






“AT OUR STORE, we stock and sell Girard 
Perregaux in depth, because GP makes us 
feel secure. We know GP has the simplest, 
most effective method of price-protection 
in the industry. We'll never be ‘undersold’.” 


“GP prices fit the demands of our cus- 
tomers perfectly, yet the line is so broad it 
can fill practically any need, regardless of 
price. The styles are all equally distinctive 


“YOU'LL NEVER BE 


and appealing, from the least expensive 
steel-case GP to the precious diamond- 
studded GP.” 

“Even more important, I feel it is a real 
pleasure to do business with such a fair and 


reputable company as Girard Perregaux. 


GIRARD PERREGAUX 


FINE WATCHES SINCE 1791 « 610 FIFTH AVE. « N., Y. 20 


UNDERSOLD ON A 
GIRARD PERREGAUX WATCH!” 


says Mr. Oscar Kinp, Jn. of Philadelphia 


. 
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‘Top oO the Mark’ 


SERIES 709 








i” Fi uu @ 
’ Cosmopolitan tastes are trained to recognize and es ee ws 
appreciate advances— both in styling and quality. 
Current TOP honors unanimously go to Baker's 4200 4201 4202 4203 
new line of Palladium Tops, die-struck for men’s 
rings in 8 popular sizes. The fashionable illusion Cw Poe: 
styling features long holding prongs... accommo- =3 YZ 
, ; , we 
dates a wide range of diamond sizes. TAR FA 
, ay ’ '% 
6 ——< ‘ eaten. bone dedienoely ton bbe ey 
4204 4205 4206 4207 


SERIES 731 





Again, to blend with popular taste, a new line 
of small tops in the fashion-wise illusion styling... 


of brilliant, white, long-wearing Palladium to “6: @: <> 
heighten the beauty of the stone. These new TOPS 
automatically add sell in any application — : 10-08 Pemens ae — 
earrings, colored stone, onyx and diamond 
rings, or brooches. Die-struck in 3 sizes. Th.4 hit ft 
+“, +) ‘ 
Vd 444) +446 








In addition to Jewelry Palladium, both 
Series /09 and 731 are available in 
14 karat Gold and Platinum. 
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113 ASTOR STREET, NEWARK 5, NEW JERSEY 


NEW YORK + SAN FRANCISCO + CHICAGO «+ LOS ANGELES 


*Famous, lofty, San Francisco 
landmark renowned for its 
cosmopolitan atmosphere and 

splendid view of the city and bey 
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New! Unique! Complete! Your 1956 
PHILCO 


PORTABLE RADIO DEPARTMENT 


Sales Powered for Profit! 


Concentrated in less than 1% square feet of Counter space... 
all the dramatic, dynamic Se//ing Power you need to get fast 
customer action, It puts each striking Philco “Rough Rider” 
model in direct tox t range ot every prospect who enters your 
store, Here's a department that makes consumers Eye Identity 


Sell up to 
Leather 


Buy / Here is a store within a store—stocked with che radios 
that sell themselves on looks and performance. 


Colorful, actention-arresting ...it does a terrific “suggestion” 
selling job right on the floor or in your window 


The Selling Season is Now/ Call your Philco Distributor tor 
your “Rough Rider’ Portable Radio department and be all 
ready to Sell Up to Leather in a big profit way ! 


PHILCO...The Brand Mark of Quality in Outdoor Radios 
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only line offering... 


A COMPLETE 
PACKAGE 








(, € y 4 ) 
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Famous for us tradition — outstanding 
for the most comprehensive program 
ever offered the retail jeweler. A pro- 
gram that spells bigger profits for your 
diamond department. Are you taking 
advantage? Franchises available in se. 
lected areas. Your inquiry welcomed. 


ifewenme MANUFACTURING COMPANY 


1940 McGRAW AVENUE «+ DETROIT 8, MICHIGAN 
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Photo courtesy of THE GORHAM COMPANY _ 
Miversmiths and Goldsmiths i 5 


Providence, R. |, 


‘ 


lt may be just a cocktail party — or it may be a reception, 
anniversary or dinner. But whatever the occasion, formal or 
informal, it is enhanced many times when Sterling Silver 
shares the duties of host. For Sterling imparts a feeling of 
tone and distinction that adds to the pleasure and enjoyment 
of everyone. Sterling is indeed a host’s best friend. 

Made by a time-tested process that 

assures the utmost in working and fin- “ : : . ' 

ishing properties and unvarying uni- H A N 1) Y & | { A R M A N 

lormity, Handy & Harman Sterling 89 FULTON STREET e NEW YORK 38. N. Y. 

is indeed the Silversmith’s best friend. UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 


Duality precious melals since 1867 


BRIDGEPORT, CONN * CHICAGO, ILL, « LOS ANGELES, CALIF, * PROVIDENCE, MR. 1, * TORONTO, CANADA 
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utionary new discovery... . 








Never Before... « rev 
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DIAMOND 













in the history of the 





diamond ring business... 
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The total weight of diamonds, including 
side-stones, of the two diamond rings in 
this photograph are exactly the same, 


This photograph has not been retouched 
in any way. They are exactly as they 
appear to the naked eye. 
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It's been only a seant 365 
days since we first said “Wow!” But WOW!... 
the things that have come from Gruen in that 












one whirlwind year! 

First . . . the continuous unfolding of the 
uninhibited new watch styles themselves, bold- 
hewn, clean-lined, startling. But the styles them- 
selves were only the beginning. The Newest Look 


GRUEN...THE NEWEST LOOK IN TIME 


THE JEWELERS’ CIRCULAR-KEYSTONE 


in Time brought new concepts in national! adver- 
tising: colorful Gruen print advertising that 
captured the same flair and personality as the new 
watches; imaginative Gruen television salesman- 
ship, utilizing the direct-selling techniques of 
Garroway, Arlene Francis and Steve Allen. And 
most important of all, The Newest Look in Time 
brought bright new ideas in merchandising and 


(and it’s still the best way to describe The Newest Look in Time!) 





packaging, such as the dramatically successful 
billfold-watch combination! 

Your confidence and support have made this 
the most rewarding year in Gruen history. That's 
why in the months to come you can expect more 
exciting advances in watch style, more imaginative 
new packaging and merchandising, from the new- 
idea pace-setter of the industry —GRUEN! 


The Gruen Watch Company. Time Hill, Cincinnati 6, Ohio. In Europe, Bienne, Switzerland 
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£100,000 


FE VMARD | 

















For having name in the 
right place at the right time! 


Here's a success story that could hap- 
pen to you. It happened to Mr. Adam 
Popyack of the Jamestown Furniture 
& Appliance Co., Cleveland. 

Mr. Popyack started a program of 
advertising in the “Yellow Pages’ of the 
Cleveland telephone directory — 5 dis- 


Have your name and your advertising in the right place at the right time, The Classified 


play ads and 14 other listings under 
various Classified headings 


Result: Says Mr. Popyack, “In 313 
business days we received 2582 calls 
traceable to our ‘Yellow Pages adver- 
tising. Sales from these calls were in 
excess of $100,000." 


Directory representative can help you. Call your Bell telephone business office. 
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WHAT DO ALL THESE 

















— FINDINGS 
STRIP ROD WIRE 
KARAT GOLDS 
You RE Right .. . Sweeps, Findings, and Karat Golds are all an essential 


port of the jewelry industr y. However, these produ ts and services are also the corner 
stones upon which Joseph B. Cooper & Sons has built a reputation for half a century 


yf accurate and personalized service tO manutacturing jewelers fell over America 


FOR BEST RESULTS SEND US YOUR SWEEPS, FILINGS AND SCRAP 















Accuracy 


, REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SONS nc. 
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25 West 47th St. © Phone JUDSON 2-3095 © New York 36, N. Y. 
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WORLD’S FIRST FASHION-STYLED 
THIN WATERPROOF* WATCH 


4/ 44 
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ROMANIA the originator of the world-famous 25-jewe! automatic Se LL makes 
firat fashion styled waterproot watch 
‘A F 


the world s 


flect, is the pe rlect combination 


ry with 
magnificent 


watch THe 
loan? tian? tt 


thre Jusboile he tiere im «€ 
desien plus waterprool quality the two major teatures that make the Rodania 
Tinie the finest watch value on the market today 
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RODANIA WATCH COMPANY, Inc. nt ae @:), a 7a) ee & 


745 Fifth Avenue, 
















Watch the Sparks Fly 


when you feature the extraordinary new 


ROWENTA 
oe another /oteDet first! 


Kowenta is the 
lighter of internationa/ 


renown as troub/e-free 


as a lighter can be! 


its off! 


alela-tial=le 









































introduces the fabulous new 





the lighter with the 
Tai«-}geiat-lale[-t-le)(-mual-1-len 


Heads-up jewelers will go head-over-heels for the new 
Rowenta—the lighter with an international reputation 
for quality—the only lighter that licks the service prob- 
lem once and for all! 


SERVICE IN SECONDS! 


A marvel of ingenuity, the entire mechanism of the 
Rowenta is contained in the removable head. If service 
is required, the jeweler simply replaces the head—an 
operation that takes no time, requires no tools! What's 
more, every Rowenta is guaranteed 2 years and you 
receive two spare heads free with every dozen lighters 
ordered! 


COMPLETE DEPENDABILITY! 


The Rowenta is engineered as precisely as a fine 
watch. The consumer simply cannot buy a more de- 
pendable...more trouble-free lighter. That means 
satisfied customers, more repeat sales, no returns! 





PRICE PROTECTION! 


With no ifs, ands or buts! The Rowenta is sold only by 
authorized jewelers across legitimate jewelry coun- 


ters. No unethical price competition because Forstner’s 
reputation for fair-dealing stands behind Rowenta 100%. 


Be first in your 
community to feature 
the new ROWENTA. 


Contact your 


Forstner wholesale 
distributor NOW]! 














Snap-off head 
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"NEW! 
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cant get wet! 


cane “NEW! 


= Over 2000 lights 
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“Sealed grommets 








prevent evaporation! 


NEW! 


Coiled wick 
for maximum efficiency! 


‘~NEW! 


Giant-size fuel capacity! 








Rowenta’s inimitable styling, craftsmanship and flair 
make it a superb gift item... even more attractive 
because of Rowenta’s exclusive “‘instant-service”’ fea 
tures. Act now! Put Rowenta on your counter — and 
watch the sparks fly! 


Rowenta, as all other fine Forstner products, is sold 


FORSTNER, INC., IRVINGTON 11, N. J through Forstner authorized wholesale distributors. 














Watch the Sparks Fly 


when you feature these superbly styled 


ROWENTA. 

















Keystone List Keystone List Keystone List 
01C102 9345 $8 50 Keystone q ist O04 Cc ] 06 1094 $9 95 Ke ystone | ist 09C ] ] ] iG 15 $g 50) Keystone List 
01E102 825 $7.50 04E106 935 $8.50 O9SE112 825 $7.50 
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Keystone List 


Keystone List ~~ 
. ! : 16C160* 1925 $17.50 Keystone List 
240125 1375 $12.50 Keystone List plus tax 60E 160" 1815 $16.50 
140141 1204 $10.95 pilus tax 
. 
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Keystone List Keystone List Keystone List 
21C164* 2145 $19.50 40C128 1204 $10.95 Keystone List 40C129 1204 $10.95 Keystone List 
(pilus tax 40o¢t 1?8 975 $8 50 406129 935 $8 50 


Steriing Silver Body Subject to tax 







Now's the time to spark your lighter business to new highs...with the fabulous 
new ROWENTA line! Contact your Forstner Wholesale Distributor... NOW! 
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JEWELRY'S NAME FOR QUALITY 
































This little extra touch 
will make customers 
remember you 
»--come back to you! 


Dennison makes it easy for you to win the 
hearts of your customers — every time you 
sella wedding ring. Simply put the ring in one 
of these beautiful — and sentimental — 
cases. It’s a nice way to say “thank you” and 
it’s a gesture that can pave the way for future 


sales. 


All these lovely Dennison wedding ring cases , 
are appropriately lined in white satin or 


velvet. All come in individual white packers. 


Dennison makes fashionable, displayable cases 
for all your fine rings 
—-and for many other items, too. 
Your wholesaler will be glad to 


show you the complete line. 


Order a supply now from 
your wholesaler. 


Dennison 
MANUFACTURING COMPANY 


JEWELER’S DIVISION 
Mariboro, Mass. 
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NOW! REPRINTED IN LIMITED EDITION 


OFFICIAL CATALOGUE OF 


For watchmakers who do not already 
have this important publication! 


Now — for watchmakers who have 
never received a copy of this valu 
able publication, or who have lost 
the original — The Watchmakers of 
Switzerland offer a reprint. This one 
volume edition covers both Part | 
and 2 of the original CATALOGUE, 


together with supplements. 


Since it was first issued in i9g449 
the OFFICIAL CATALOGUE OF SWISS 
WATCH REPAIR PARTS has been in 
continuous usage on watch repan 


benches throughout the country. 


Watchmakers find it an invaluable 
source of technical information on 
many more than a thousand Swiss 
jeweled-lever movements. It is a 
quick and handy reference for iden 
tification of movements and parts. It 
standardizes and simplifies how to 
order. It insures prompt and correct 


delivery. 


PLEASE! if you already have the catalogue, do not order this 
reprint. Only a limited supply is available, and we are anxious 
that every watchmaker have this “‘tool’’ of the Service Department. 


In view of the definitely limited supply, we suggest that the ordet 
for your free copy be sent now. Requests will be filled in the order 
received, until the present supply is exhausted. Your request must 


be on vour store letterhead. Address: 


The Watchmakers of Switzerland information Center, Inc. 
730 Fifth Avenue, New York 19, N. Y. 
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SWISS WATCH REPAIR PARTS 




















OFFICIAL CATALOGUE OF SWISS WATCH REPAIR PARTS 


Pages like these quickly help you 


* correctly identify over one thousand Swiss 
jeweled-lever movements 


e verify caliber and part numbers and nomenciatures 


* order according to the standardized method used by 
materials distributors and throughout the industry. 


Note: When ordering watch materials, be sure to ask for the Official 
Packages of Genuine Swiss Watch Repair Parts... your customers 


assurance of tast. efficient service and complete satisfaction 


s€0e 
‘ Me, 





another service trom 
The WATCHMAKERS 3 » OF SWITZERLAND 


‘ 
a ee 


“Kor the gifts you ll oie with pride, let you) jowele he your guide” 
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Now!) Ronson hands you the hottest 





the new. new, new 


“Lady 


Ronson’ 


ELECTRIC SHAVER 






the world’s most luxurious electric shaver 









... designed especially for the female of the species! 
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utem you can sell this summer ! 






“Lady Ronson”’ 
is the Glamour-Gift 
of the year! 


Men are buying it to give to 
women! Mothers are buying 
it for their daughters! 
Promote it in a big way — it's 
bound to be a #1 gift-item! 


Everyone knows that ladies’ shavers are a 


really hot item. And the “LADY RONSON” 







is the hottest of them all. Here's why: ; 
e “LADY RONSON” has two trimming-edges to give 
two kinds of shaves: super-smooth for legs 
.gentle yet close for underarms! 


¢ “LADY RONSON” is the quietest ladies’ shaver ever 





no annoying vibration! Never becomes warm in use! 
e With “LADY RONSON”, you shave less frequently... 
because it gets closer, leaves skin 
baby smooth days longer! 
¢ “LADY RONSON” gives quicker shaves... because it 
cuts a wider area per stroke! 


Women will be reading about the new “LADY RONSON” In the most. 


wanted fashion 
in dramatic, Full-Page, Full-Color Ads in mong 


June 25th Life and July Ist Vogue. — | and in bic 


colores. set with a 
flashing 
rhinestone! 


beautiful newspaper ads all over the country! 
, {_ omes in ite own 


i § They'll see “LADY RONSON” on TY, hear all about it on radio! smart case with 


accessory drawer 


retail 
FOR JUNE, 1956 21 


Get set now for the big rush for the “LADY RONSON” 





maker of the world’s greatest lighters and electric shavers! 





Quality Findings 
Help Jewelry Cales 


Letters from customers all over the world arrive at 


this office stating, with gratifying frequency, the belief 


FINDINGS — that Ballou quality findings help sell their quality 
The Foundation of Good Jewelry jewelry, besides reducing spoilage in production. 


8B. A. BALLOU & CO. INC., 61 PECK STREET, PROVIDENCE 2, R. I. 
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When you of 
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you sell 
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watches! 





INCABLOC PROTECTS THE VITAL PARTS OF A WATCH { J 
\ 
AGAINST DAMAGE FROM EVERYDAY SHOCKS t * 4 
j ' ‘ 
: ; 
INCABLOC MAINTAINS THE ACCURACY OF A WATCH \ \ 
~~ ' \ 
INCABLOC EXTENDS THE LIFE OF A WATCH \ 
\ ~ 4 ‘ \ 
~ . 
AND IUST AS IMPORTANT INC ABLO¢C PROTECTS \ A 
| ‘ . 
YOU BECAUSE...IT REDUCES RETURNS AND SERVI . ie * J 
~ 
ING DURING THE GUARANTEE PERIOD TO A MINIMUM . 


OO —, _ 
KEEPS YOUR CUSTOMERS SATISFIED ~ 


a 

SO WHY NOT LET INCABLOC WORK FOR YO! ELI 

FOR YOU? IDENTIFY YOUR STORE WITH INCABLO¢t _— 

GREATER, MORE POWERFUL ADVERTISING CAMPAIGN “Se 

IN LIFE, SATURDAY EVENING POST, WOMAN'S HOMI 
; COMPANION, COLLIER’S, NEW YORK TIMES MAGAZINI 

VOMAN'S DAY, MADEMOISELLE, ESOUIRE, COSMOPOL!I 

rAN RM J NAL & 1 4 

Write for INC ABLOC selling 

aids and promotional fri aterial, NC ABLOC CORPORATION > Ve ‘ j rs 


/ 
i 





and here are the answers. 





359 said they heard about 
Waterman's C/F® through magazine, 
newspaper or television advertising 
which proves Waterman does a 
powerful and effective advertising job! 


259 were told about the C/F by 
clerks in jewelry stores, department 
stores, wherever fine pens are sold — 
which proves Waterman does a 
bang-up merchandising job to help 
your salesmen. 


205 saw the C/F on display 

in their local store, and that was the 
convincer. It’s such a beautiful pen, 
and its advantages are so obvious that 


ay / Waterman's “/F 
Do / © “ the Cartridge-Filled fountain pen?” 


That's the question we asked 1000 customers — 


You can always write better with a Waterman. 










t* 
° * 


; 


+ 


f 











the “sale” was made right there 
and then. Of course, Waterman has 
all the display material you'll 

need to sell this wonderful new kind 
of fountain pen. 


















123 were told about the C/F by 
friends and then went out and bought. 
A Waterman C/F owner becomes 

a Waterman C/F salesman, for you! 


54 weren't too articulate as to 
when they first heard about the C/F, 
but were most articulate in stating 
“it’s the best pen I’ve ever owned’’* 


*823 out of the 1000 interviewed made this statement. 


—_—  ) | 
ee | 


WATERMAN PEN COMPANY, INC., Seymour, Conn. 
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coming your way... 
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See your authorized Feature Lock Wholesaler for the exciting details, 
or write Feature Ring Company, Inc., 130 West 46th Street, New York 386, yy 
World’s Largest Manufacturer of Interlocking Engagement and Wedding Rings 


® fF #8 co. tete PEATURE LOCH PATERT BO 8607848 486 OTHERS 


"COPYRIGHT SAIM SII. QUEEN OF DIAMONDS 168 A REGISTERED TRADE MARK 
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Palladium 








profit pointers... one of a series 


Palladium is ALL-PRECIOUS 


... a tremendous asset when 


What could be more appropriate than an all-precious 
metal in a romantic situation / 


% palladium and 


; also a 


Jewelry palladium contains 95.5 
1.5% ruthenium, by weight. Ruthenium . . 
rare and expensive precious metal of the platinum 
group... i added to produce a hardened alloy. The 


alloy then has exceptional working qualities, wear- 


Palladium is modern... white... light. . 


all-precious Se 


. strong 


easily worked ... nationally advertised. 


sentiment controls the sale! 


resistance and strength. And jewelry palladium is an 
all-pree ous metal ! 

W henever customers come shopping for a bride-to- 
be... or for an anniversary... or any other occasion 
when sentiment controls the sale... remind them 
that palladium is ALL-Precious, That it will remain 


romantically beautiful for life. 





PLATINUM METALS DIVISION . rHE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y, 


26 
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$29.95 





$39.95 





$39.95 





they're THINNER more BEAUTIFUL 
and WATERPROOF 1.0: 


Here’s a plus feature that captures every customer in the 
market for watches. If you are asked for the “new, thinner 
watch”— or for a “practical waterproof watch”— show 
them the watch that is thinner, more beautiful and water- 


proof too, And remember, our higher mark-up means more 


profit for you. Order today ! 


CROTON 


NIVADA-GRENCHEN 


Distributed by 


CROTON warcu co. 
404 Fourth Ave., New York 16, N. Y. 
Fine watches since 1878. 


SE IN ae ee ome tammy mm a om a = a GP ae PP a a = ae 


“SEA BLADE” 


“SCORPION” 


“SEA LINE” 


Please send me the following: 


Men’s waterproof*, chrome top 
17 jewels. Shock-resistant, Leather strap. 


Men's waterproof*, yellow lop 


17 jewels. Shock-resistant, Leather strap. 


All stainless steel, 17 jewels 


strap. 
Send me promotional material 

NAME 

STORE NAME 

ADDRESS 


CITY 


Pas long ae ¢ rystal ‘a fa f be 


Shock-resistant 


Quantity 


stainless steel back. 


$29.95 


stainless steel back. 
$39.95 


Leathe 
$39.95 


ZONE 





, a : £ Re oe : 7 -" " .. as 
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Feue 


[Iniversal Chain Company, 


Regardless of whether the end-product 

you manufacture comes under the heading 
of fine jewelry or high precision instruments 
for application in electronic, dental or 
surgical fieids, if your requirements call for 
specially shaped wire in production 
quantities, we'll produce it for you in any 
metal or alloy, in any shape, and in strict 


accordance with your specifications. 


As one of the nation’s largest manufacturers 
of high quality jewelry chain, our plant is 
equipped with over 300 high-speed, 
automatic wire drawing and forming 
machines — each one a precision 


instrument in itself. 


Send blueprint or sample and 
quantity requirement for cost 
comparison and delivery dates 
call South Orange 2-7600. 


Inc. 
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een 
Tessier & Weiss has broadened the scope of your 
diamond sales by introducing a successful series of 
low line locked sets. The quality ot the finest die- 
struck mountings is built into this line, just as it is 
in all Tessler & Weiss merchandise . . . consistent 


quality, the backbone of your diamond ring business. 


Your wholesaler and only your 


wholesaler can offer you... 


Tessler & Weiss mountings! 





























Tessler & Weiss inxc 


2389 Vaux Hall Road, Union, New Jersey 











Potent 


Because of their editorial vigor and leadership, modern business publications 
have become a potent selling force without which our advanced concept of 
marketing would amount to idealism without implementation. For we can step up 
production only as fast as we step up the means of selling that production. It is 
in this balancing of the economy that today’s trade and industrial publications 


fulfill a role unduphieated by any other selling force. 


The Voice of Authority 


Chilton 


COMPANY 


Chestnut and 56th Streeta « Philadelphia 29, Pennaylrania 


CHILTON PUBLICATIONS: Department Store Economist « The lron Age + Hardware Age + Spectator «+ Hardware World 
Jewelers’ Circular—Keystone + Automotive Industries « Gas + Distribution Age « Optical Journal and Review of Optometry 


» 4 Motor Age + Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News + Tele-Tech & Electronic Industries 
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10 Wotch Case Factory 
~ the most modern, fully 
equipped plant —almest | 
squore block im size 





1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


GENERAL OFFICES AND FACTORY 
137-11 90th Avenue, Jamaica, L. |. « JAmaica 3-8700 
NEW YORK OFFICE: Paw! Korman, 580 Fifth Ave. Tel. PL 7.4373 
CHICAGO OFFICE: William Bart. 29 E. Madison % 


EASTERN and CANADIAN REPRESENTATIVE: Dove Kay, 15 Maiden lane. New 
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With a flexibility that is geared to make 
almost over-night design changes, |.D 
Watch Case Company is constantly in step 
with new style trends of leading watch man 
ufacturers here and abroad to help them 
make better and smartet-looking products 
for you and your customers 

For almost half a €estury, our eng 
neers, designers and model makers have 
literally ‘‘spun-on-a-dime™ in creating com 
ponent cases for every type of watch made 

and designed new methods of manufac 
turing the finest precisiort made movements 
to guarantee trouble fred life for the heart 
of the watch | | 

NOW, |.D. presents a new series of the 
thinnest and best-fitting waterproof watch 
cases for men and the most petite cases for 
womens automatic watches in keeping 
with America $s style preferences for watches 

For new ideas and better products 
for the watch industry insis?f on 1.D You Ii 


be getting the Hest! 


HAND CARVED 


4A 
\WALAs 


VATCHED WEDDING RING SETS 


The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 
beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Barel, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets ... the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark (2 is 
stamped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 


exclusively designed by 


24-Hour Service on all Special Orders Sold directly to the Retailer 
by the Manufacturer 


BRIDAL RING COMPANY, INC. Mats available free upon request 


87 Nassayv Street « New York 38 
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Birthday gift wrap is daintily 
feminine in nile-green foil with 
the sprightly contrast of polka 
dot "Magic Bow” of “Sasheen” 








Sasheen Ribbon is 
selling itself year ‘round 
on NBC teievision's . 
TODAY -HOME ate 
TONIGHT rt 
during ever) ss 
gift-wrap season 
a 
** 


> SS 

there’s we “ 

JACK-IN-THE,BOX 
... all the 


year round 


especially when you let “Sasheen” Ribbon 
turn on its compelling glamor right in 
front of your customers’ lighting-up eyes 
There's selling magic in the “Magic Bow” 
in June as well as December. Ie lies not 
only in the crisp, perky, pouf-ot-a-way 
“Sasheen” stands up and gets beaming 
attention—but in the almost magical way 
it makes a gift-wrap prospect part with a 






profitable price for you...and depart, de- Ate. 0.6. PAT OFF ke - 
lighted with your beautiful service! Glossy, , Wi Subtle color scheming for 
gleaming, glimmering “Sasheen” and its wedding or anniversary—orchid 


co-partner in winning friends and influ- BRAND RIBBON foil paper with “Magic Bow” of 
encing gift-wrap profits — lovely, lacy, C/ #46 ve PAT OFF pink and orchid “Decoretie. 
light-as-a-cloud “Decorette”—~are the right 
ribbons for making jack ... in the boxes 


you gift wrap the year ‘round! 





HRANS RIBBON 


4 








For Father's Day, silver-and 
white striped paper with a tai- > 
loved black "Sasheen” bow and 


dark-red “Sasheen” carnation. 


















"Something blue” for the wed- 

4 ding gift! Aqua foil paper with 
matching Magic Bow” perched 
on white Lacelon doily. 


To delight bim on birthday or 
Father's Day! Copper foil with 
two-wm-one “Magic Bow” of 
white shadow-stripe “Sasheen”. 





there’s even more Jack in the gift-wrapped box when you... 


put ashen and 


BRAND RIBBON 


the S-10 “Magi Bow” Tyer 
to work in your gift-wrap department 

















Now, with this wondrous machine, one 
girl can prefab up to 150 glamorous “Magi 





Bows” per hour for in-store gift wrap and 






profitable retail sale. By making perfect 






‘Magic Bows’ in advance during slow peri 





ods, you can serve more customers faster 






during rush hours. Check these 5 features 






that Ccanfh mcan more profits for you! 






VERSATILITY —the S-10 produces multi 


colored bows in endless style variations, 






quickly and easily, virtually automatically! 















SPEED simple adjustments mean rapid 
bow making; functional location of parts 


eliminates waste motion 


ECONOMY a clicking device helps you 
control ribbon yardage tor each bow; preci 


sion not hing means no wasted ribbon 


ACCURACY — casy-to-set guides and scales 
for numbers 2. 4. 5 and 9 ribbon sizes insure 
production of uniform bows 


DURABILITY — sturdily built for dependable 


service, backed by a lifetime guarantee 


Contact your local “Sasheen” Ribbon Dis 





tributor for a free demonstration of the new, 
improved §-10 “Magic Bow” Tyer. 












aescaece 


the “Magic Bow” ribbons 


© 


MINNESOTA MINING AND 
MANUFACTURING COMPANY 


ot 
.é. 


Cen 





St. Paul 6, Minnesota 


Bow and method of mating 
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Here Are All the ty belles 
All Books are sold ANSWERS seonthies 


Remittance With Order 


An absolute necessity in tracing patterns to be matched. An excellent means of 





suggesting pattern names to customers. 
The illustrations are printed exact size on fine coated paper, The pattern names, Order 
printed on ledger paper, are arranged alphabetically under one combined index— Yours 


and again according to companies using them. It is arranged im loose leaf form 


with a durable cowhide leather ring binder. | Today 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Sts., Philadelphia 39, Pa. vate 

Send THE STERLING FLATWARE PATTERN INDEX. Remittance $ is enclosed. | 

We want the complete set with binder a 

We want the complete set without binder [7] 

| ; NAME 

) j Without binder, $17.50 
PRICE { With binder, $27.50 ADORESS : 


Binder only, $10.00 STATE 
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BEAUTY 


MANUGACTURED EXCLUSIVELY BY () 
)} 


—t | 


a7 


NEW ADDRESS: 1311 LOMBARD STREET, PHILADELPHIA 47, PA. 
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Vani aaiile kitchen clocks | 
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KITCHEN-MATE, $4.60” KEYNOTE, $6.98" 


pretests prove 
they can make record sales for you! 


These two new General Electric-Telechron clocks have already proved 

they can earn plenty of money for you! Customer-appeal tests put them way up 
at the top of the list. And no wonder! These smart, color-styled 

clocks are loaded with sales-exciting features. 


KITCHEN-MATE: Model 2H104 

‘Floating’’ numerals with 3-D wT) Th KEYNOTE: Model 2H106. Ver- 
effect, completely dust-pro- | 3 C satile! Hangs on wall or stands 
tected with wide-angle-vision on shelf. Height: 5‘ inches 
crystal. Popular size: 6% inches i ; oe Width: 7% inches. Four popu 
in diameter, 2% inches in a lar color combinations: light 
depth. Popular color combi- <7 3 pink dial, pink case; light yel- 
nations: white case with red. low dial. yellow case: white 
turquoise, yellow or pink dial | Ss dial, red case; white dial, white 
and numerals. Hands in beau | case. A decorator-styled clock 
tifully accenting colors. Popu 7 with embossed chrome-color 
lar price: a customer-pleasing aposam " panels, at a popular $5.98*! 
$4.50" 








Be sure to stock and promote these pretested NEW clocks— backed by full-color, 

full pages and double spreads in Reader's Digest, The Saturday Evening Post and Sunday 
Supplements. Call your distributor salesman—today! Clock and Timer Dept., 
Housewares and Radio Receiver Division, General Electric Co., Ashland, Mass. 


GENERAL @® ELECTRIC 
Selechion 


*MANUPACTURER 8&8 RECOMMENDED RETAIL OR FAIR TRADE PRICE, PLUS APPLICABLE TAXES. 
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$33$ 33] $$$SSSSS $ $ 

$$$ EAS: i SALES 
; eeeo eae? ~*eeeggcerer*- 


ieee 
$ with our WIDE WEDDING RING promotion 


$3 


$ > ye P¥RRDID,Y 
S$SSSSSSSSSS $ S$SSSSSSSSSSSSE FS 12 best selling sty les combined into one sensational pro- 
SSSSSSSSSSSSSSSSSSSSSSSSE ES pr way ny Har ony you fastest turn-over of any 


SSSSSSSSSSSSSSSSSSSSSSSSSSS: 
S$SSF FSSSSS S°SH$HSS$SSSSSSSS $ Hand-carved, faceted yellow and white 14K gold 


¢ — 
$$$ $% two-tone combinations. 


+t Free 
$$$ Py i 3 This eye-arresting 3-dimensional color- 
$ $ i ng <2 | . 
$ . ' aa | ee 
, ' ; $ Established factory resale 


ful velvet covered window displayer. 


$ 


rice tags that guarantee a high, 
vealthy mark-up. 


ice is always dependable.... 
24 hour delivery on “spe- 
cials,” 


$ The famous Polishook serv- 


us fA 
4 _ 
? 7 
. 4 


There is a Polishook 
Salesman in your territory . . 


Write today and well send 


him to see you. 


K. POLISHOOK & SON core. 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 





Manufacturers of “Everything in Rings” Since 1898 








‘WN THIS statement, I shall try to explain 
| Puerto Kico's economic position as 
frankly as I would to any manufacturer 
or labor leader who met me face to face 
Puerto Rico is currently making a de 
termined effort to stand squarely on its 
own economic feet, At present we do not 
have nearly enough jobs to support our 
people, We are therefore directing every 
energy to create more jobs at home, and 
to curtail migration to the States 
That is precisely why we are going 
all out to attract every neu plant we pos- 
sibly can. But, to date, we are still pro- 
viding only 25% of the new jobs we need 
each year to keep pace with our expand 
ing labor force. | shall go into details 
later. But first I want to make two points 
of my Government's policy absolutely 
cleat 
i. Puerto Rico has no intention of 
winning industries away from any- 
where. We do not grant tax conces- 
sions to runaway plants. 
2. Puerto Rico's Industrial Devel- 
opment Plan is based on a combi- 
nation of absolutely ethical incen- 
tives. We do not and never will hold 
out low wages as an attraction to 
business. My Government's firm 
philosophy is that wages should rise 
as rapidly as our economic develop- 
ment permits. 
Let me now describe our basic problem 


im more detail.” 


Our Problem 
"When people talk of over population as 
Puerto Rico's biggest headache they cer- 
tainly don't exaggerate 


O8 


Why 371 U.S. manufacturers 
now enjoy LOO% tax 


Our unemployment is high. Our income 
level is still low —only 25° of the U.S 
average. And every year 20,000 more 
workers swell our under-employed labor 
forces. 

But this is probably putting the cart 
before the horse, Our real problem is not 


over-population but under-development. 


What then is our best solution?” 


Our Solution 


“IT am convinced that the answer can 
only lie in more and more industry. 
Hence we are pinning our major hopes 
on our industrial development program, 
as the main pull of what we call Opera- 
tion Bootstrap. 


From the economic standpoint, Oper- 
ation Bootstrap has but one simple aim 
to develop industry, and in doing so, 

to encourage U. S. manufacturers to 
expand their operations to Puerto Rico. 
Operation Bootstrap is, in fact, a bold 
attempt to increase the well-being of our 
whole Commonwealth—workers and em 
ployers alike. And lest anyone should 
fear that my country’s program might 
injure the U.S. economy, let me now 
sound a reassuring note: 

|. The U.S. already has 65 million 

employed. Puerto Rico only needs 

to create 150 thousand new jobs to 

solve its present problem. 

2. One half of one percent of nor- 

mal U. S. industrial expansion 

would achieve our whole economic 

program. 
I hope these comparisons help to put 
Puerto Rico's modest needs in proper 


perspective. But, for good measure, let 












Governor Muiioz tells why Puerto Rico offers such 


amazing incentives to new or expanding manufacturers. 


me quote a few more figures to show how 

important a prosperous Puerto Rico is 

to U. S. business itself: 
In 1955, Puerto Rico’s purchases 
from the U.S, rose to $580,000,000. 
Without Puerto Rico as a customer, 
New York’s gross sales would have 
dropped by $67,000,000; Califor- 
nia’s by $54,000,000; New Eng- 
land’s by $53,000,000, 

So much for statistics. Now just a word 

about my people, without whose willing 

co-operation Operation Bootstrap would 


’ 


merely be a sterile dream.’ 


Bootstrap Underway 
“Pay us a visit and I think you will be 
impressed immediately by the whole 
hearted faith we Puerto Ricans place in 
Operation Bootstrap 

We believe in it deeply and thoroughly, 

and, with practically no exceptions, 
support its policies right along the line 
Thus, I can promise the same eager, 
cheerful co-operation to every U.S. man 
ufacturer who expands his industry to 
our Commonwealth 

Scarcely a month goes by that I am 
not visited by the Mayors of a dozen 
Puerto Rican towns, all asking for plants 
to be erected in their areas. There's not 
a community in all Puerto Rico that 
would not enthusiastically welcome the 
arrival of a new factory. 

For we all realize that though we have 
made a promising start up the long, long 
hill to economic prosperity—the summit 
is not in sight yet. But the Puerto Rican 
people have squared up to their chal- 


lenge and are meeting it in good heart.’ 
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in Puerto Rico 


treedom 


YTART A NEW plant in Puerto Rico and 
S you are not only free from Federal 
income taxes (they don’t apply) — you 
can be exempt from /ocal mcome taxes 
too. Your freedom from Federal taxes is 
not a concession. It is a Constitutional fact 
which stems logically from that histori 


American principle “Taxation without 


How you gain 


1. A better return. Local tax conces- 
sions, freedom from Federal taxes, and 
lower operating costs will all reflect fa 
vorably in your company’s balance sheet 


See table above 


2. Abundant, skillful labor. Puerto 
Rico's labor force totals 644,000. The 
Commonwealth operates an ambitious 
vocational training program, which will 
even screen workers and teach them spe 
The 


adeptness of the Puerto Rican worker in 


cially to operate your machines 
learning precision skills may be judged 
by the fact that the following famous 
companies now have operations in 
Puerto Rico: 
Remington Rand. St. Regis Paper. 
Beaunit Mills. International Latex. 
Carborundum Company. Shoe Cor- 
poration of America, United Drill 
and Tool, Sunbeam Electric, L nivis 
Lens. Weston Electrical Instrument 
Company. 


3. No currency or customs problems. 


Puerto Rico is a Commonwealth freely 


ror JUNE, 1956 








if your net profit 
after L.S. Corporate 


Income Tax is : would be: 
* 20.500 & 50.000 
S300 100.000 
245.500 500 000 
185.500 1.000. 000 


If your income after 


Income Tax is : would be + 
* 7.760 ® 10.000 
15.850 ¥5 000 
75.180 50.000 
51.180 200,000 


*Dividends are tax free only if paid to ree 





Corporate Tax Exemption 


Your net profit 


in Puerto Rico 


Dividend Tax Exemption’® 


Your net income in 


Puerto Rico 


). S. Individual 


kients of Puerta KRieo by a tax-exempt 
corporation. Examples are based on Fed 
eral rates (Jan. 1, 1956) for single persons, 











(not runaway plants) get tax exemption. 


representation is tyranny.’ Puerto Rico 
has no vote in Congress, and therefore 
no Federal income taxes corporate or 


personal,” 


Protected by Two Constitutions 


“Your business is not only protected by 
the Commonwealth Constitution, it is 


It is 


economic 


associated with the United States 
an integral part of the U. 5S 
system. You have none of the problems 
of operating from a foreign country 
Movement of goods, money and people 
between Puerto Rico and the U. 5. is 
as free as it is between the states of the 
l nion. | here's Tit duty citi trade and the 


U.S. dollar is currency. 


4. Low capital investment. New sin- 
gle-story, low-rental factories are ready 
to occupy. The government will even 
build a special one for you on a very 
small down payment. Abundant electric- 
ity, gas and water are just waiting to be 


connected 


5. ideal location. Puerto Rico is served 
by 30 ocean lines and 8 airlines. It is only 
5% hours by air from New York — less 
than 4 from Miami. Goods are actually 
made in Puerto Rico one day and are 

Nye 


Tempera 


delivered in Los Angeles the next 
climate is perpetual Spring 


ture stays around the balmy 70's most of 






Beardsley Ruml tells how new or expanding industries 


permanently guarded by all the guaran- 
tees of the U 


tion, too. 


S. Courts and Constitu- 


As for your local income tax exetip- 
tion, this is an added incentive, offered 
by the Commonwealth Government to 
attract new plants that Puerto Rico's 


economy needs so urgently ’ 


ff6m%m a new plant in Puerto Rico 


the year. Swimming, sailing and fishing 
are superb. Domestic help is plentiful 


is Your Company Eligible? 
To find out if your company is eligible 
for tax exemption in Puerto Rico, call 
our nearest office 
New York MU 8-2960 579 Sth Ave 
(hicago AN 3.4887 _70 W. Monroe 
Los Angeles WE 1-1225 5525 Wilshire 


New booklet—free to manufacturers 

Pe Se ee ee 

Commonwealth of Puerto Rico 

Economie Development 
Administration 

579 Fifth Ave... New York 17, N.Y. 

Dept. JC-61 

Mail me “Pacts for the Manufacturer, 

your report of the advantages of Puerto 


Rico for plant location 
Name 

Company 

Produet 


Address 
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Kiefer Expandro line of 


i N T H E U rd i T a D 5 TAT a y watch bracelets, and Reno- 


Lepaute Oscillograph 

tch timi hines. 

IN ADDITION TO CANADA Wir Nove the exchave 
distribution of these lines 

in the United States also. 


NO EXCLUSIVE DISTRIBUTION iis ivir in Concsc's 


KIEFER EXPANDRO . . . A SALES PROVEN SUCCESS 


- 4 WITH STREAMLINED STYLING 


- : 
wait fi ps — le 


A new conception in expansion bracelets 


Can be used with all Kiefer Expandro bracelets 


broken sweep, no rivets, rounded edges, the back 
letely smooth so it will not catch hair on the 

thant! a comp y 

satisfaction unconditionally guaranteed wrist. U end on ladies’ bracelets can be fitted to all 


widths of dress watch lugs. 


Practical and quickly attached 


e 

. 

@ Styled for your more discriminating customers The smart link design sells on sight. Offers an un- 
® 

e 


RENO LEPAUTE OSCILLOGRAPH 





Registers by means of sparks on a continuously 
unwinding paper band, thus ensuring perfect and 
silent running. Comprises a new type of Cardan 
fitted mircophone allowing contro! of every move- 
ment in any position, and direct adjustment of the 
exposed works, together with ear-phone amplifier. 
A spring clip microphone is available for use with 
clocks, or out-of-case movements. 





weniowwen ood owrowon  FQUMAN Manufacturing Company Ltd. 


Children's Jewelry, Seamless wed 


ding bands and Fine Jewelry—tor 
tesa iy tenadior of w eaten 2038 N. Telegraph Road Tillsonburg 
Dearborn 7, Michigan Ontario, Canada 
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ROCKET JEWELRY BOX, INC. 


125-129 East 144 Street, New York 51, N_Y. 


SOLD 
EXCLUSIVELY 
THROUGH 
WHOLESALERS 
ASK 
FOR 
OUR 
DESCRIPTIVE 
CATALOG 
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MOVING 


. ++ After July Ist, 1956 





Louis Gratz Sons, Ine. 


MANUFACTURERS OF FINE WATCH CASES 






will be located at 


04) Hudson St, New York City 


Greatly increased space will enable 


us to better serve our customers. 








Our 46th Year 
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WHAT'S 


HAPPENING 
TO YOUR 
WATCH 
BUSINESS? 





ecause ZODIAC is vitally concerned with helping 
you maintain a healthy sales volume at an honest 
profit, we offer you a... 


| pnd 4 


= GOLDEN 
<2 OPPORTUNITY 


Se 
PLUS NATIONAL ADVERTISING 











Rush 


ZODIAC WATCH AGENCY « 15 WEST 44%h ST. 


FIRM NAME 





ADORESS _ 


CITY _ STATE 


ATTENTION 


Sue EE eBeaeeanaaeeean 
SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER’S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N.Y. TIMES. TELEVISION 
ror JUNE, 1956 
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Five answers tell 











helps you sell more 


QUESTIONS 












What is It’s a plan that is especially designed to 
help you sell Artcarved diamond rings. It 


Art C a r V e d Ss gives you a sales story that proves without 


question the value of every Artcarved dia- 


mond ring you sell. It’s nation-wide, na- 
i ae Ur Eee lee 











tionally advertised and backed by the repu- 
tation of one of America’s oldest and largest 
ring manufacturers. It’s the most convinc- 
ing proof of diamond value ever offered. 



















How does Purchasers of Artcarred diamond rings are 
guaranteed the right to exchange their ring 


, for a larger Artcarved diamond at any of the 

Ar t C a r ve d S thousands of Artcarved jewelers throughout 
the U.S.A... . and receive full current 
retail value, as explained in the guarantee 

... at any time they desire. J. R. Wood will 

replace this ring with a new Artcarved ring 

of the same value at no charge. Write for 


work? complete details. 



















Artcarved’s Permanent Value Plan makes 
What can 


‘‘first-time’’ diamond sales easier by build- 
ing confidence in you--the local Artcarved 


Artcarveds jeweler. It proves the value of every 


Artcarved diamond. It brings ‘“‘budget buy- 


ers’’ into the market because it offers young 
do for you? 





customers the chance to buy the diamond 
they can afford now, knowing Artcarved’s 
PVP permits them to buy a larger one later 
on without losing their original investment. 
And it helps you make bigger profits, be- 
cause it makes larger diamonds easier to sell. 
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why Artcarveds 








| Value Plan 


ff diamond rings...faster 


QUESTIONS 








When does 


Artcarveds 


PVP 


prove its value? 





Fhe 4a 


Where is 


Artcarveds 


PVP 


available? 








From the moment a customer enters your 
store, you'll recognize the gelling power of 
this unique plan. For example, an Artcarred 
jeweler in Miami, Florida, wrote that the 
PVP brought him several customers who 
had walked out of competitors’ stores be- 
cause they did not carry Aricarred. A jeweler 
in Richmond, California, reports a 3-carat 
Artcarved sale only because Artcarved's na- 
tion-wide PVP gave the customer confi- 
dence in the diamond's value. 


Artcarved's PVP is available at any of the 
thousands of Artcarved jewelersinthe U.S.A. 
and its territories... but only at authorized 
Artcarved jewelers. It helps eliminate ‘‘shop- 
ping around’’—no individual competitor 
of yours can duplicate its nation-wide avail- 
ability. And every Artcarved sale anywhere 
in the U.S. is a potential new sale for you. 
All Artcarved jewelers are working for you. 


. 
al — 





Ads like these tell the PVP story in leading national magazines 


ror JuNE, 19566 

















ATMOS CENTURY—A beautiful new model of the famous perpet- 
ual motion clock—priced no more than the cost of a fine watch, 
Atmos has become the gift of firat choice for weddings, anniver- 
saries; it sells in multiple units for industrial programs, Atmos 
leads to volume sales throughout the year. $99.50, plus federal tax. 


us 


LE COULTRE FUTUREMATIC—Here is the world’s only 100% auto- 
matic watch, Engineered to be the world’s most accurate self-wind- 
ing watch, Shock-resistant, reserve power indicator, Le Coultre’s 
consistent national advertising attracts customers all year, $95. 


LE COULTRE COUTURIER WATCH — 
In fine, exclusive styling, LeCoultre 
if master, Le oultre makes watch 
fashion news every year~—from$71.50. case, 


a ke 
Eee 


LE COULTRE MATCHING WATCHES— Dual demonstra. 
tion of LeCoultre genius in exceptional styling; dual 
opportunity for you. For him—“Marshall”, 14K gold 
$145; for her—“Harriet”, 1¢K gold case, $110. 


DISPLAY AND SELL THE EXCEPTIONAL 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


No jeweler can achieve maximum sales and profits with- 
out these truly exceptional watches and clocks. There is 
no substitute for the Le Coultre originality and ingenuity 
which created the timepieces shown here. LeCoultre 
advertising is continually expanding a veritable army 
of pre-sold Le Coultre customers — customers that can 
bring added profits to you. You can't sell them if you 
don't have Le Coultre — Exceptional Watches and Clocks. 


LE COULTRE POCKET ALARM—New series of alarm watches for 
new sales opportunities. Above model in folding case—closes as 
shown when carried in pocket or purse—opens for use as bedside 
alarm. Perfect for traveling. Other models, all at a low $77.50. 


LE COULTRE NAUTILUS POWER- 
MATIC—The world-famous LeCoultre 
Automatic—waterproof*, shock-resist- 
ant, reserve power indicator. $89.50. 
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WORD TO THE WISE: A number of 


jewelers in Chicago have been 
fleeced by con men working a new kind 
of swindle, reports columnist Tony 
Weitzel in the Chicago Daily News. 

It works this way: a con man, wear- 
ing an expensive, finely-tailored suit 
and carrying impressive credentials 
from another city, walks into the store. 

“Could I get $300 on this ring for 
a few days?” he asks, appearing some- 
what embarrassed at being unexpected- 
ly short of funds, as he hands over his 
diamond ring. 

The jeweler examines the stone. lt 
is more than a carat, blue-white and 
flawless: it resists the traditional test 
for hardness. Satisfied with the gen- 
uineness of the stone, the jeweler is 
happy to loan the man $300 on the 
ring. 

The awakening comes The 
“diamond” turns out to be Walderite. 
It is a clear, brilliant 


later. 
stone with a 
hardness of 9.5 in Mohs units, second 
only to the diamond. 

Available only to jewelers, in all the 
popular cuts, Walderite is a fine gem- 
stone in its own right. But its selling 
$3 a 


something less than a diamond! 


price carat-—makes it worth 


ror JUNE, 1966 
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SPEAKING OF THE JEWELRY 


 puleees HAND: A group of Swiss 
watchmakers has decided to give 
President Eisenhower a novel type of 
wristwatch for his leisure hours in the 
days ahead. It contains a mechanism 
lor tabulating his golf strokes! 





A RCENZIO Bros.. 916 loth St.. Den- 
ver, Colorado, has long enjoyed an 
enviable reputation as a specialist in 
extraordinary jewelry creations. 
Its strange commissions range all 
the 
signe on an automobile dashboard to 


wav from a diamond-studded in 
a silver phonograph record, of trophy 


design, for the mother of the late 
Glenn Miller. 
With this 


latest commission 
normal: a specially-engraved bracelet 


background, the firm's 


seemed per fectly 









TRADE 


for a tribal chief in the Belgian Congo. 

It seems that Chief Mwami Mwam- 
butsa wanted a bracelet that would dis- 
tinguish him from the other chiefs in 
his social circle. Somehow, he heard 
about Argenzio Bros. and its reputa- 
tion for fulfilling unusual commissions. 
Off went his request for a distinctive 
bracelet, decoratively engraved with his 
name, 

Argenzio Bros. accepted the com- 
and a short time later Chief 
had custom-tailored 
badge of othee. 


mission 


VMwambutsa his 


Subsequently, however, Mwambutsa 
received something else: a reprimand 
from the King of Belgium, who is off- 
cially in charge of goings-on in the 
( ongo, lor not going through channels 
when placing an order with a foreign 
country, 

Did that bother Chief Mwambutsa 7 
Not too much, anyhow. After all, it’s 
worth the slight discomfort of a royal 
reprimand to be the possessor of the 
men's 


most distinguished article of 


jewelry in one’s section of the jungle. 


1) iscoveRyY: When archeologists re- 
cently excavated the foundations 
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AK 
Yellow 
Gold 


Crosses 


Included in our huge collection of 
emblematic jewelry is a large selec- 
tion of lovely crosses, a few of 
which are illustrated here. Their 
excellence reflects our long experi- 
ence in the manufacture of em- 
blematic jewelry, the skill of our 
designers and the high quality of 
our workmanship. All are made 


of 14K gold and solid throughout. 


Wefferling, Berry & Co. is known 
for the completeness of its selection 
of emblematic jewelry. We manu- 
facture the finest quality Masonic, 
Shrine, Scottish Rite, Knights of 
Columbus, Elk, Moose, Eagle, and 


IUustration above reproduced from our latest catalog 
other lodge and fraternal jewelry. 
NUMBER PRICE PRICE DESCRIPTION NUMBER PRICE PRICE DESCRIPTION 
complete without complete without 
chain chain 
"4111/3 $12.50 $7.50 Plain 4132/3 $13.50 $8.50 Hand engraved 
*4112/3 15.00 10.00 Hand engraved 4134/3 12.00 7.00 Engine turned 
*4114/3 14.00 9.00 Engine turned 41348/3 12.50 7.50 Engine turned 
41148/3 14.50 , Engine turned *4135/3 10.00 5.00 Plain 
4126/3 6.30 ° Plain *4136/3 11.50 6.50 Hand engraved 
4127/3 7.00 ; Engine turned *4137/3 11.00 6.00 Engine turned 
4128/3 7.60 . Hond engraved *4181/3 10.50 5.50 Beveled 
4131/3 11,50 ° Plain 4162/3 14.00 9.00 Beveled 
(keystone) 
Complete price includes 18 inch cable chain * Available in 14K white gold 


Other crosses up to $339.50 t Boby cross, choin length 13 inches 


Write Dept. CK-4 for our 
latest 60 page catalog of 
fine emblematic jewelry 


EFFERLING Berry 2 CO. Tine Enllomatec fwelry 


Menmeen AM@RiIicawnN eoewm eseocrtervry 8S ROGE STREET. NEWARK BG, N. J. 





THe JEWELERS’ CIRCULAR-KEYSTONE 











of a Roman house in England built 
around 300 A.D., they found more 
than they had hoped for. At the bot- 
tom of a kitchen drain, presumably 
dropped there by wife of some un- 
known officer in Caesar's Legion, were 
three rings, a necklace, a brooch and 
a gold locket. 

Hmm, if that proves anything it’s 
that women haven't changed much in 
1656 years! 


‘utp! Crocodiles, as every reader of 

F adventure stories knows, have a 
nasty habit of swallowing everything 
within reach. 

This trait, unsociable to the 
least, has made them fair game for 
sportsmen in of thrills. For 
natives who must constantly dodge 
them in the course of their daily lives, 
killing crocodiles is not only a sport, 


say 


search 


but a civic duty. 

The other day, natives in Bogota, 
Colombia, killed one of the awesome 
monsters and began slicing it up for a 
feast. In the midst of the joyful carv- 
ing, they saw something startling: 

In the crocodile’s stomach was a 
Mido watch, still keeping perfect time. 
The corrosive stomach acids had not 
penetrated the case and the beast’s 
movements had been enough to keep 
the self-winding mechanism running. 

How did the watch get there? Well, 
wed rather not think about it if you 
don't mind, 





§ ire LAND OF OPPORTUNITY: Follow- 
ing a vote of the student bodies of 
1500 American colleges and universi- 
ties, Allen B. Gellman, Hungarian-born 
president of Elgin-American, Inc., was 
recently named winner of the 1956 
Horatio Alger Award. 

The award is given annually to men 
who have risen from humble origins 
to become outstanding business and 


civic leaders. Past winners include: 
Milton Eisenhower, Ralph Bunche, 
Eddy Rickenbacker, Herbert Hoover. 


Conrad Hilton, Harold Stassen, Charles 
Wilson and David Sarnoff. 

Gellman came to America in 1930 
with only $50 in his pocket; his knowl- 
edge of English was so poor that he 
couldn't even order his food on the 
boat. He was unable to land a job in 
New York, so he migrated from city 
to city—-working as a machine tool 
operator whenever he could get a job. 

Learning that Chicago was a city of 
many small plants, he journeyed there 
and found steady work. For the next 
10 years he labored at his machine by 
day and attended engineering and busi- 
ness administration classes by night. 

In 1941, 11 years after he stepped 
off the boat, he was president of Elgin. 
American. 


()" MODERN WORLD: More than 
* four centuries ago, in the year 
1547, a huge tower clock was installed 
in Strasbourg, Germany. In addition 
to the routine business of telling the 
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“Hope | didn't keep you waiting 


ror JUNE, 1956 








too long!" 


time of day, the clock illustrates the 
movements of the earth and stars, the 
four seasons of the year, moral em. 
blems, epochs of the year and the life 
of man. 

Could it be that the complicated 
functions of today’s fancy timepieces 
arent so modern after all? 


M Ass PRODUCTION: The government 
of Communist China has an- 
nounced its entry into the watch manu- 
facturing field, with the intention of 
making China-made watches the equal 
of any in the world, 

As prool of their capabilities, the 
Reds put 58 technicians to work on an 
assembly line under government super 
vision and mass-produced 18 watches 
That's right-——/8! 
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[' THERE IS ONE TRAIT that charac- 
terizes American industry, it is the 
amazing degree to which the efforts of 
the manual laborer have been replaced 
by the performance of intricate, 
highly-technical machinery. 

Yet, in every plant there is some 
equipment 


i 


old-fashioned piece of 
which has managed to survive the 
craze for automation and is quietly 
performing a vital service for the firm. 

\ case in point is the battered old 
push broom at Parker Pen’s Arrow 
Park plant. Far from being obsolete, 
the beat-up old broom is actually an 
important part of the firm's $75,000- 
a-year precious metals reclamation 
program, 

As you might expect, Parker has 
the very latest reclamation equipment: 
suction tubes at grinding and polishing 
machines, special filters connected to 
wash laundry tubs, 


electrostatic precipitrons which give 


basins and and 
an electric charge to the dust collected 
in the air conditioning system so the 
microscopic metal particles are sepa- 
rated from ordinary dust. 

Yet. management hasn't been able 
to do without the old push broom, 
Every day it is pushed on its familiar 
rounds, gathering up the waste that 
has eluded the more complicated de- 
vices in the plant. The day's collection 
is tossed into an incinerator and re- 
duced to ash; this is sent to a refinery 
where the precious metals are removed. 
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CHINA & GLASS 


TH E& MARK E T i's 


BROADEN IN G 


Greater home ownership—more dining rooms— 
the return to gracious living— wider distribution 
of wealth—all point to the jewelers’ opportunity 


for still greater profits from china and glassware. 


® For the alert jeweler who recognizes a trend 
when he sees one and knows how to make the most 
of it when he does, the present emphasis on the 
family and the home is his cue for action. Here 
are the facts: 

The number of families is increasing. 

An ever-larger percentage of these families are 
home-owners, rather than renters. 

The average family has more children than a 
generation ago. 

It also has more money to spend for the better 
things of life. 

The home is your market. In your store are the 
lovely wares that help make a gracious home. 

Because of these things it would be wise to have 
your promotional plans fit into the family picture. 
It would be well for you to open the door to greater 
sales on a basic part of home décor—china, glass- 
ware and all table top accessories. 

In very important ways, the jeweler already en- 
joys family acceptance. He sells the engagement 
and wedding rings which signify the establish- 
ment of a new family. His store is the traditional 
source for silver, both flatware and hollowware. 

It is then ironic that so many people—girls in 
their teens looking forward to marriage, newly 
weds, established homemakers—go elsewhere than 
to the jeweler for their china and glasssware. 

Here the jeweler stands, knowledgeable in the 
many varieties of table top merchandise, an ad- 
visor on current fashions and etiquette. Here also 
is a merchant locally respected for his integrity 
and continuing service. Yet, he sees too many of 
the shoppers in his area turn to competing stores 
for their china and glass. 

To get an idea of the magnitude of this business, 
which is going to other types of outlets, let us take 
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a louvk at the broadening market 
for table top wares. 

The 1940 census showed about 
15 million owner-occupied dwell- 
ing units. Ten years later, this 
number had shot up by more 
than 50 per cent, to 23.5 million. 
By 1955, it was an estimated 27 
million, or 77 per cent higher 
than in 1940. (See chart on in- 
crease in home ownership.) 

Even the most casual ob- 
server, glancing at the real es- 
tate section of his newspaper or 
taking a Sunday drive through 
the burgeoning suburbs of any 
American town, can see for him- 
self how the ideal of home 
ownership is becoming a reality 
for more and more tamilies. 

During the years 1940-1950, 
while home ownership was zoom- 
ing upwards, the number of 
tenant-occupied dwelling units 
actually decreased slightly, from 
19.6 million to 19.2 million. It 
began rising again, to 21 million 
in 1955, but the upward pace 
was far outstripped by the rise 
in home ownership. In other 
words, while home ownership 
rose 77 per cent from 1940 to 
1955, the number of tenant- 
occupied units rose only 7 per 
cen*. 

Furthermore, the families liv- 
ing in these homes are raising 
larger families. In 1940, the 
American family averaged 3.15 
persons, while today, it is 3.92 
persons. The average number of 
children per family has _ in- 
creased during those 15 years 66 
per cent. (See chart on the size 
of families.) 

Here again, your own obser- 
vation will make these statistics 
come to life. Of the young 
couples you know, think how 
many either have three or four 
children, or hope for large fam- 
ilies. Then remember, in the de- 
pression days, a short generation 
ago, how many young couples 
among your acquaintance who 
had no children, and the others 
who had only one or two. 

Then, also, as JC-K pointed 
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THE SIZE OF THE AVERAGE FAMILY IS INCREASING 


THE NUMBER OF CHILOREN IN THE AVERAGE FAMILY HAS RISEN 66 PER CENT. 


(U. 5. Department of Commerce) 
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DINING ROOM FURNITURE SALES ARE UP 35% 


(National Retail furniture Assocation) 
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out last month, right now more 
American families have more 
money to spend. By the million, 
they are moving ahead econom- 
ically, breaking into the over 
$5000 income bracket, becoming 
good potential customers for fine 
jewelry store merchandise such 
as Quality china and glass. 

So-——what happens when these 
growing families move into the 
houses of their dreams? Just as 
fast as they can, they turn these 
houses into homes. And they 
want to furnish them—in line 
with the current trend toward 
more graciousness—for a sense 
of pleasant formality is coming 
back into American life. 

After 10 years of simple liv- 
ing, of meals served in congested 
“dining nooks,” more and more 
Americans are returning to a 
more elegant way of life. 

Proof? Look at the return of 
the separate dining room to the 
new homes. 

Look, too, at the slow but 
steady rise in the purchase of 
dining room furniture. In 1946, 
just after the war, when the 
“dining area’ was the rage, sales 
of dining room furniture repre- 
sented 3.7 per cent of all furni- 
ture sales—nationally. Today, 
they total 5 per cent. That’s a 
55 per cent rise. (See chart on 
dining room furniture sales.) 


Why this new emphasis? 


The reasons for this swing 
back to dining-room meals are 
important to the jeweler. 

Mainly, it is a matter of eco- 
nomics. In these prosperous 
times, people are more willing 
and more able to spend gener- 
ously, to live graciously and to 
manifest their standing in the 
community through the way 
they live. 

They have rediscovered how 
much more interesting and 
pleasant dining-room eating and 
entertaining can be. From their 
exposure to so much of the out- 
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side world through personal 
travel, television and maga- 
zines, they have developed new 
interests in varying—and more 
elaborate—ways of life. 

Well—that’s the market. 
That's the broader, richer area 
which offers an open door to the 
alert jeweler. 

Now very few jewelers have 
to be reminded of the importance 
of china and glassware to them. 
A JC-K survey of retailers last 
year shows that 65 per cent have 
china and glass departments, 
and 80 per cent carry china and 
glass, or giftwares, or both. For 
three out of four of these jew- 
elers, china and glass represent 
from 10 to 20 per cent of their 
total volume. 


There’s plenty of potential 

That is impressive, but there 
is plenty of room for improving 
the jewelers’ volume in these 
lines which are a natural for the 
merchant who sells engagement 
and wedding rings, and silver- 
ware to America’s new home- 
makers. 

To do this the jeweler need 
only use, through promotion, the 
competitive advantages which 
are natural and unique to him. 

The prestige of a jewelry 
store is one of his most powerful 
selling tools. He employs it to 
advantage in selling diamonds, 
watches, and all kinds of gifts. 
It can be applied with effective- 
ness to his china and glass de- 
partment. 

The jeweler can learn from 
his competitors, from the de- 
partment store and the china 
and glass specialty shop. 

In this connection and partic- 
ularly in relaticn to selling china 
and glassware, he should be 
eareful that his prestige and 
authority do not get out of hand 
to the point where he actually 
builds up threshold resistance. 
The potential china and glass 
customer should be impressed 


by the traditions of jewelry 
stores—but not frightened. 

Too frequently, potential cus- 
tomers never get into the jew- 
eler’s at all when they are in the 
market for dining-room acces- 
sories. Either they do not realize 
that a great selection of table 
top merchandise is there for 
their selection, or they vaguely 
fear that they cannot afford to 
consider the jeweler’s stock. 

Jewelers must, for their own 
good, convince families in their 
communities that they are wel- 
come to browse in the open- 
display china and glass depart- 
ment, to pick up and examine 
pieces, to take their time. 

While jewelers cannot use the 
department store or discount 
house device of selling price 
above all, they can tell their cus- 
tomers that in a jewelry store, 
they will pay no more for quality 
merchandise. At the same time, 
they get the distinct and dis- 
tinctive benefits of jewelry store 
shopping and service. 


Appeal to the family 

Through all his avenues of 
communication — advertising, 
promotion, publicity, displays 
jewelers should fit themselves 
into the family picture more ef- 
fectively. They have done it with 
engagement and wedding rings, 
and with silver. They logically 
should be able to do it as com- 
pletely with china and glass. 

For, as communities every- 
where have a bigger and bigger 
percentage of home-owners, as 
the size of the family grows, and 
as people are more willing and 
able to satisfy their desire for 
the things necessary to gracious 
living, the existing potential is 
virtually untapped by the jew- 
eler’s present efforts. 

Your standard of profits from 
china and glass should—and can 
—rise with the standard of liv- 
ing, if you will but act on the 
present opportunities. 

THE END 
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Editor's Note: 
Retailers who want to share fully in the wedding market (and those who 
want to check their present promotional procedure) will find thia article 
of real value, particularly in connection with their sale of silver, chine 
and glassware. William Scheibel'’s 31 yeara of apecialized sales exper'- 
ence in the manufacturing and retail jewelry fielde recommends to every 


jeweler the suggestions he makes hereim 





SIX LETTERS THAT SPELL PROFIT 


® Handwriting experts were recently called in to appraise a letter, 
known to have been written by Abraham Lincoln but which some 
skeptics believed to be a forged facsimile of the original. 

it was the famous letter of condolence written to Mrs. Lydia 
Bixby, of Boston, who had lost several of her sons in the Civil War 
Experts and collectors of Lincolnia felt that that letter, if genuine, 
would be worth at least $20,000. 

Now it is doubtful if any one letter written by a jeweler would 
ever be worth such a fantastic sum of money. Yet, it is quite within 
the realm of possibility that a series of the right kind of letters, 
sent out to the right kind of people, at the right time, might, over 
a period of years, be even more valuable to a jeweler who would 
spend the time and trouble to prepare and mail them. 

The letters I have in mind would not be concerned with death 
and the extension of sympathy but with life itself, that happy 
period when young men and women announce their betrothal to 
each other. 

In short, these letters would be pivoted around their engage 
ments and forthcoming weddings and would carry congratulations 
and good wishes to them and, at the same time, discreetly pave the 

PLEASE TURN PAGE 
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way for the jeweler to increase 
his business and his profit. To 
get down to cases let me show 
and explain what I have in mind. 

John Jones is a mythical jew- 
eler in Santa Monica. He oper- 
ates a clean, nicely located estab- 
lishment that is well regarded in 
the locality. To many persons it 
is a “high class” type of jewelry 
store. Yet, in spite of the fact 
that engagements and weddings 
are taking place daily, almost 
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within the shadow of his store, 
Jones discovers to his dismay 
and financial disadvantage that 
he has not been getting what he 
considers to be his share of the 
gift business stimulated by these 
joyous events. 

He analyzes the situation care- 
fully. To his own satisfaction he 
determines that his merchandise, 
prices, location and reputation 
are all that they should be. By 
elimination he comes to the con- 
clusion that there is just one 
fault-—he has fallen asleep at the 
switch. He has been waiting for 
this business to come to him in- 
stead of him going out after it. 
And this is how he successfully 
remedies his difficulty. 

First of all, he carefully reads 
the social columns of all the 
newspapers published in his 
area. He diligently records the 
names and addresses of all the 
young ladies residing in or near 
Santa Monica, whose betrothals 
are mentioned in these columns. 
If no addresses are shown they 
are readily obtained from the 
telephone directory. All of this 
information is typed or written 
on an index card which is filed 
alphabetically according to the 
name of the bride-to-be. 

On this card spaces have also 
been provided for the names of 
the young lady's parents, her 


fiance’s name and address as well 
as those of his parents. (See 
front of card “A,” page 56.) That 
is all the ammunition temporar- 
ily required. Jones is now ready 
to write and mail his letters. 

While it is possible to use sta- 
tionery already on hand it is 
more advisable to use letterheads 
specially prepared for the pur- 
pose. They should be neatly en- 
graved or printed on a good qual- 
ity 20 or 24 pound bond paper 
and should be as dignified as 
possible. The jeweler’s name and 
address only are to appear on the 
flap of the envelope. Thus, the 
letter has the earmarks of a 
piece of socially correct corre- 
spondence. 

Much care should be exercised 
in the preparation of the letters. 
They should be neatly typed, 
carefully phrased and as brief as 
possible. Names must be dili- 
gently checked to make certain 
that they are correctly spelled. 
The “social” form of salutation 
is used with envelopes preferably 
addressed by hand in a clear, 
legible script. However, there is 
no reason why a typed envelope 
should not be used. The letter 
that follows is a good example 
of what the “opening” gun in 
this campaign should be like: 


Dear Miss Smith 

Our best wishes on the good 
news of your betrothal. May 
all the days to come be happy 
ones for you and your fiance 

Undoubtedly, you are now 
in the midst of the joyous ex- 
citement that always precedes 
a wedding. If our long experi 
ence in any way can help you 
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with your plans, please con 
sider us at your service. We 
will be happy to assist you in 
the preparation and produc 


tion of your engagement an- 
nouncements and wedding in- 
vitations. Our engraving de 
partment, noted for socially 
correct fine engraving, is ready 
to serve you to your entire 
satisfaction We are even 
equipped to address and mail 
such announcements for you 
ror your wedding ceremony 
rehearsals the bridegroom wil 
require a ring. May we sug 
gest that he use the enclosed 
sterling silver band which we 
are delighted to send you wit! 
our compliments. If it does 
not fit please stop in and a rin 
of the exact size will be su; 
plied. If you decide to use the 
double ring ceremony it wil! 
be our pleasure to furnish an 
other band for the groom-t 
be, too. Be sure to come in 
with him so that the correct 
size can be fitted to his finger 
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At the same time we c 
make a record of the silver: 
ylass and chinaware patterns 
you like best. Then, when 
friends or relatives come in |t 
purchase gilts for you we can 
discreetly guide them so t! 
duplication is avoided and 
the same time you will be re 
eiving items most desired 
Thus, we can be of inestimat 
help to them as well as to y: 
Please be assured that you 
depend on the tactful manne: 
in which this will be done 

Once again, our heartiest 
good wishes. We trust to have 
the pleasure to serve you soor 

Cordially yours, 
john Jones, Jew: 
Miss Susan Smith 
438 Georgina Drive 
Riverview, Calif 


These sterling silver bands are 
not expensive and through their 
use the jeweler may stimulate 
the sale of a great many wed 
ding bands. Any one sale made 
will more than return their cost 
many times over. 

The sterling silver ring is 
wrapped in fine tissue and is en 
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closed in a smal] white envelope 
on the outside of which is 
printed, in dignified Old English 
type, “With this ring I thee 
wed.” The envelope, containing 
the ring, is included with the let- 
ter to the prospective bride. In- 
cidentally, this letter speaks for 
itself. It also speaks quite elo- 
quently for the jeweler, for his 
engraving department, for his 
wedding rings, jewelry and sil- 
verware. But this is only the 
beginning. 

If the jeweler does not already 
have an engraving department 
he can readily remedy this situa- 
tion, In every large city will be 
found houses or organizations 
that specialize in stationery en- 
graving, some listing themselves 
in the classified telephone direc- 
tory as “Engravers to. the 
Trade.” (Others advertise in 
JC-K, ) 

These firms work exclusively 
for printers, jewelers and sta- 
tioners who solicit this type of 
business on a commission or per- 
centage basis. These specialists 
will be glad to supply all neces- 
sary samples, type charts, price 
lists and all other pertinent data 
and material to jewelers who de- 
sire to add such a department to 
their stores and thus supplement 
their income. No investment of 
capital is required and there is 
no additional burden to the over- 
head. The addition of such a 
department may even go a lony 
way toward attracting other 
business that normally might 
find its way elsewhere. 

At this point it might be well 
to say that genuine copper plate 
engraving is not an inexpen- 
sive process. The word “genuine” 
is used advisedly because there 
is another process for producing 
announcements and invitations 
that looks like the engraved re- 
sult but is considerably less cost- 
ly. This other method is fre- 
quently referred to as “plateless 
engraving” and, as its name im- 
plies, does not require an en- 
yraved copper plate. In the in- 
dustry this process is known as 
thermography and the people 
who produce the work are classi- 
fied as thermographers. 

Announcements or invitations 
made by plateless engraving 
offer an unlimited variety of type 
faces from which the customer 
can choose. However, to the dis- 
cerning eye the difference be- 
tween the two processes is quite 
apparent. 
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Plateless engraving offers two 
basic advantages — lower cost 
and faster production. The wise 
jeweler will definitely want to 
establish a tie-up or connection 
with a good thermographer so 
that the price-conscious shopper 
may be satisfactorily served 
where genuine copper plate en- 
graving proves too expensive 

The card records this system 
employs will prove to be a fruit- 
ful source of profitable business 
On the back of card “A” spaces 
are provided for the names of 
the bride’s and groom’s atten- 
dants and for the names of the 
silver, glass and chinaware pat- 
terns selected by the young lady 
or her parents. Sources of sup- 
ply can also be indicated. If in 
sufficient space has been allotted 
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for names of attendants a sup 
plementary card or slip of paper 
can be used and clipped to Card 
“A.” The use of the card and 
the value of these names will be 
demonstrated later in the article 

On card “B” a record is kept 
of the purchases made, item by 
item, of the silver, glass and 
chinaware patterns § selected. 
Thus duplication is avoided and 
at the same time purchasers are 
guided to buy those items which 
the jeweler knows the bride-to- 
be prefers. In this manner he 
renders an invaluable twofold 
service sure to be appreciated by 
purchaser as well as recipient. 

The value and advantages of 
such a service are quickly spread 
by word of mouth and it need 
not be long before the jewelers 
store becomes headquarters for 
engagement and wedding gifts 
Thus, through an ingenious mer 
chandising operation like this 
the retailer can develop good 
will, good business and good ad- 
vertising for his store. 

While it may be true that some 
of the large jewelry stores in 
metropolitan areas already have 
organized and are maintaining a 
merchandising program such as 
outlined in this article there are 
still hundreds of retailers to 


whom a system of this kind is 
quite new. 

For their benefit let it be said 
that the various record cards, 
shown and suggested, do not 
have to be expensively printed 
The storekeeper can make them 
up by hand during his spare 
time or prepare them as they are 
needed. In any event, it is rec 
ommended that this article be 
carefully filed or kept so that the 
information, letters and card 
forms can be followed and re 
ferred to from time to time. 

It is not necessary to use the 
system identically as shown here. 
Any ingenious jeweler can easily 
effect such changes as will make 
the cards more suitable to his 
own particular needs or ideas. 
He may even decide to substitute 
an indexed loose leaf book for 
the cards. This might facilitate 
the recording and finding of the 
necessary data. 

These loose leaf pages can be 
ruled by hand during spare mo- 
ments and kept in the binder 
ready for use as needed. Or, the 
essential fixed data can be mim- 
eographed on the pages at a low 
cost. How this is done is of see- 
ondary importance. What is im- 
portant is that the system be put 
into operation for a minimum 
period of from 6 to 9 months so 
that it may have an opportunity 
to prove its value and effective- 
ness. 

The second in this chain of 
letters is the one that goes to the 
prospective bridegroom and i! 
can be worded like this: 


Dear Mr. Luckyboy 

Our warmest congratuiations 
to you on your forthcoming 
marriage. May all the joy 
you anticipate and hope | 
fully materialize for you 

Before this happy day arrives 
you will surely want a wed 
ling gilt for your bride-to-be 
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as well as mementos for you: 
best man and ushers. Many 
prospective bridegrooms have 
found it easy and pleasant to 
their gilts from the 
wondrous selection that we 
have gathered from all parts o! 
the world. Everything shown 
is of the highest character and 
juality and the service and 
issistance we are happy t 
fier will be found most helpfu! 
DY you 

»O please come in soon and 
make your choice This will 
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give us ample time to do what 
ever engraving you may de 
cide to inscribe on your gilts 
With pleasure we await the 
privilege to serve you 

Sincerely yours, 

John Jones, Jeweler 

Mr. John Luckyboy 
753 Mountain Drive 
san Marino, Calif 


The above letter requires no 
supplementary explanation. It is 
a polite and dignified sales ap- 
proach to which no man can take 


exception or offense in any way. 

The third letter in the series is 
intended for the parents of the 
prospective bride. It is not of- 
fered as the final and last word 
in business solicitation by mail. 
However, it can serve as a pat- 
tern and as such will prove high- 
ly satisfactory. Minor changes, 
deemed advisable to conform to 
individual ideas or particular 
store policies, may be readily in- 
corporated. 


Dear Friends 

Our heartiest and warmest 
congratulations upon the good 
news of your daughter's en- 
gagement. May all the days to 
come be joyous ones for her 
and for you 

As soon as you have decided 
what your gilts to the happy 
couple will be we cordially in 
vite you to visit us. Here you 
will find a wide assortment of 
all the best patterns in fine 
sterling or plated silverware 
together with a vast selection 
of china and glassware, domes 
tic and imported. Everything 
shown is of the highest char 
acter and finest quality obtain- 
able—gilfts you will be espe 
cially proud to present and 
they are priced to make giving 
a distinct pleasure 

A careful record will be kept 
of your selections so that there 
will be no danger of duplica 
tion when happy friends or 
relatives come in to choose 
their gifts for the young couple 

May we suggest that you 
visit us soon so that there will 
be ample time for any engrav- 
ing that may be necessary. We 
await, with pleasure, the privi 
lege to serve you 

Cordially yours, 
John Jones, Jeweler 

Mr. and Mrs. Samuel Smith 
438 Georgina Drive 
Riverview, Calif 


It may be well to point out 
that all of the letters have a “do 
it now” command. They invite 
or suggest immediate action by 
stressing the fact that engraving 
requires time and hence selec- 
tions should be made without 
delay. Yet, this is accomplished 
with dignity and discretion and 
in a manner that will not, in any 
way, harm the effectiveness of 
the solicitation. 

Letter number four, in this 
series, is intended for the par- 
ents of the prospective bride- 
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identical or 
to the one 
Naturally, the 
word “ should be substi- 
tuted for the word “daughter’s”’ 
and the word “him” for “her” in 
the first paragraph. 

The fifth letter is designed to 
go to the persons who will either 
participate in the ceremony or 
attend the wedding. as invited 
guests. However, before sub- 
mitting this letter it would be 
well to explain that its use is 
entireiy dependent on circum- 
stances that may vary with each 
particular “‘case.”’ 


be 


groom. It 
certainly very similar, 


Can 
shown above. 


son’s”’ 


Where the bride-to-be divulges 
the names of her prospective at- 
tendants, the jeweler, of course, 
has the names of those persons 
who will participate in the cere- 
mony. (See back of Card “A.”’) 
There need be no reluctance or 
hesitancy in sending them the 
letter that is to follow. 

In those instances where the 
jeweler is delegated to produce, 
address and mail the engagement 
announcements, or the wedding 
invitations, it is obvious that he 
thus obtains a list of 
friends and relatives. 

Such a list is priceless, and 
the decision as to how it may be 
used by the jeweler is one which 
he must pone a well. Etiquette 
cictates that before the list is 
used for soliciting business, per- 
mission for its use be specifically 
given by the bride and her 
mother. They may be delighted 
that you will make a mailing to 
these people—or they may not. 
The choice is theirs and you, of 
course, will abide by this de- 
cision. 


close 


The following letter has been 
designed with an eye to pro- 
priety and in conformity with 
the sacredness of the forthcom- 
ing events. Let it be said right 
here that the campaign for wed- 
ding gift business offered here 
can be considered complete unto 
itself even without the use of 
this fifth letter. 


Dear Miss Ridgeway 
Dear Friend:) 

If you expect to attend a 
wedding in the near future we 
cordially invite you to visit us 
for any of the gifts you may 
want to present to your happy 
friends or relatives. We take 
pardonable pride in the quality 
and high character of the fine 
ing or plated silverware 
iilways in stock, and we are 
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equally proud of our magnil 
ent china and glassware. Here 
are gifts you will be delighted 
to give and they are priced to 
make giving a real pleasure 
As a part of our service we 


endeavor to keep a careful rec 
ord of the particular silver 

lina and glassware patterns 
many brides have chosen 
Thus, you may select your gilts 
here with the advance know! 
edge and satisfaction that your 
choice will correctly supple 
nent other purchases previ 
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Back 


: ye 7 made 


anda that there 


Will 


pe no danger o! duplication 


rleadse 
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COMmMe 


mveriennce 


in at 
so tnat 


your earl! 
inere 


will be ample time for any en 


raving that you may want 
scribed on your gilt. With 
pleasure we await the oppo! 
tunity to serve you 
yincerely yours, 
lohn lones lewe et 


jena 


> 
’ 
oUSBITi 


: 4 
23 Hillcrest 


tidgew Ly 
Drive 
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IN YOUR CHINA AND GLASS WINDOWS 


ENCOURAGE FAMILY SHOPPING 


























A. A birdhouse sets the theme of home and family. The copy 
ribbon reads, “Choosing the furnishings for your home is a 
family affair! Come see our fine selection of china and glass.” 



















by Virginia Dixon 


* When the family shops tw- 
yether—and this is a fast-grow- 
ing trend in American life—the 
merchant usually finds it easier 
to sell the better quality product 

Together, husband and wife 
are more likely to let their en- 
thusiasm inspire them to buy, 
than each might be separately. 
Family shopping pays dividends, 
both in greater satisfaction to 
the purchasers and in more and 
bigger sales for the retailer. 

The jewelry store especially 
should be a place for family 
shopping, since it is the jeweler 
who sees each new family started 
off with the purchase of the 
wedding ring. 

The jeweler in fact is in the 
picture in most of the big family 
events ~—— births, graduations, 
confirmations, engagements, 
weddings and anniversaries. 
Encourage this family attach- 
ment in every way you can. 
Bring the whole family in the 
store whenever you can. Make 
shopping at the jeweler’s a 
family habit, particularly for 
their table top needs. 

Your window displays can do 
much to draw the family’s atten- 
tion to your store. The mer- 
chandise which you show and 
the selling themes which you use 
can be directed to both Mr. and 
Mrs. and offer an _ invitation 
which they will find hard to re- 
sist. Your diamond displays will 
still be directed primarily to the 
bride and groom, but china, 
glassware, silver and appliances 
can all be slanted to the family. 

Invite the family in to see spe- 
cific exhibits, showings of new 
merchandise for free services 
such as watch inspection, or to 
enter a contest which might be 
of interest to your shopping 
public. 

Feature the family shopping 
idea in some of your displays. 
Plan others with ideas which 
might appeal to the man of the 
family. He is apt to be inter- 
ested in the how and the why, 
the processes which produce the 
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Use These Diamond Mining 
and Cutting Photographs to 









promote your diamonds 





iT’'S A NEW, UP-TO-DATE SET 


‘;20 photos FREE 


This is a new edition of the famous diamond photo set, telling 














the story of diamond mining and cutting. 

Twelve pictures on diamond mining now include scenes 
showing new equipment and recovery processes at the new 
Premier Mine. 

Kight pictures on diamond cutting outline the step-by- 
step progress from rough to gem. 

These graphic, on-the-scene photographs can be used in 
window displays, store displays, and as diamond lecture ma- 
terial. They'll help you promote and dramatize your diamonds, 

Order from Diamond Promotion Department, The Reuben 
H. Donnelley Corp., 230 Sandford Boulevard, Mt. Vernon, 
New York, 


Tie in with the National Diamond Promotion 





... keep diamond sales coming your way 






De Beers Consolidated Mines, Ltd. 
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B. Here is a price promotion for selling china and glassware 
by place setting or other units. Each shadow box contains a 
different pattern, and each ribbon edging a box is tied at the 
top with a fency bow holding a price tag. 








C. Whatever the customer's type of home, she will find china 
and glaseware to harmonize, is the theme of this window. 


D. Three varieties of buffet settings are featured here. This 
type of window permits the showing of harmonizing pieces. 








merchandise he sees — mining 
and manufacturing, and the fac- 
tors which go into quality mer- 
chandise. 

China and glassware lend 
themselves especially well to this 
family type of display promo- 
tion, for mealtime should be a 
family time. 

Four suggested displays are 1l- 
lustrated. In Sketch A, a gay 
little bird-house sets the home 
theme with a pair of busy home- 
making birds flitting against the 
background. The copy ribbon 
reads—“Choosing the furnish- 
ings for your home is a family 
affair! Come see our fine selec- 
tion of china and glassware for 
your home.” 

An assortment of merchan- 
dise is arranged on the floor and 
on elevations with one or two 
place settings in the foreground. 
The birdhouse should be a real 
one. The birds may be painted 
cut-outs or better paper sculp- 
ture, papier maché, plaster or 
china birds—whatever is avail- 
able. 

Sketch B suggests a practical! 
price promotion idea for selling 
china and glassware by place 
settings or other units. Four 
square shadow boxes on the 
background each feature a dif- 
ferent pattern. Each box is 
edged with ribbon which is tied 
at the top with a splashy bow 
which holds a price tag for a 
number of pieces or for a place 
setting. 

Place settings on shallow ele- 
vations and on the window floor 
show additional patterns and 
pieces. If space permits using 
shadow boxes large enough to 
include all the pieces in a place 
setting or in each selling unit, so 
much the better. The shadow 
boxes serve the purpose of spot- 
lighting the patterns so that 
each is seen individually and the 
conspicuous and decorative price 
tickets register forcefully, espe- 
cially with the budget-minded. 
Fach shadow box might be 
painted or papered inside in 
a different color, harmonizing 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in jewelry Design. 
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Availabie on consignment for your 


sp ‘ tal ré qpuire merits 


Please specify price range desired 


Raymond Abrahams 


551] Fifth Avenue, New York, 17, N. Y 
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For prompt attention please address all inquiries Dept. K-41. 
FOR JUNE, 1956 








DIAMONDS U.S.A. 
PIECES DISPLAY 


ORIGINAL DESIGNS 






The selection committee for Dia- 




























monds U. S. A. awards welcomes 
new and fresh ideas in this year’s 


competition. 


* “Originality is the most important 
factor in jewelry design. The basic 
problem for jewelry designers to do — 





is to attach themselves to the great 
tradition and then have something 
new to say. 

“In the time of Cellini, jewelry 
was held in the same respect as the 
other arts, Jewelry design in America 
has fallen way behind, but this year 
lor the first time I have seen a great 
deal which is really new and fresh.” 

Such were the comments of Leon 
Leonidoff, senior producer of Radio 
City Music Hall, and Dr. A. M. 
Frankfurter, editor of Art News, 


members of the selection committee. 





after they had examined the designs 
submitted for the 1956 Diamonds 1. Or. A. MA. Frentturter 
U.S. A. awards. 2. Mrs. Brooks MeCormict 
Other committee members are Se ae) ee 
Pauline Trigere, one of America’s 
leading dress designers; Rouben 4, Leon Looniden 
Mamoulian, noted Hollywood pro- 5. Pauline Trigere 
ducer of some of the most smartly 
gowned feature films, and Mrs. 
Brooks McCormick, socially promi- 
nent Chicagoan noted for her taste 
in dress, 
Mrs. McCormick and Miss Trigere 
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Quick Sales! Profits and Prestige’ 


iy of the Valley’ 
( 


Design of cherished meaning and irresistible sales appeal 
Lily of the Valley (Muguet in romantic France), 


is the Bride’s traditional flower of 


Love and Luck! 


ED-LOK™ 


The onginal. and 


still the finest of locking rings! 


20) ae) proot, 


The quick-clicking lock is 
Lok ring 


it is guaranteed for life! You can sell Wed 


with confidence and pride ! 


| ' | ) ¥ r 5 
ig UL Mt bt HG omy WATtY 


li4 GEARY STREET 


"TSAOE MARES B£E6. U.S. PAY. OFF. WEO-LOE BINGE AaRe PROTECTEO #y u.s& wares 
6! 
3 


Prices quoted ore retail and include federa! tox 
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Selected and Serviced hy Leading Wholesalers 


™~ 


BARROWS 


1365 (Shown Left) 6” 
Beautiful two-tone 
Sterling Silver brace- 





let with hend engrov- 
ing and lovely signet. 
$7.75 ec 

Also S'/," site 


1699 (Shown Right} 
6" Pretty pattern, joint 
ond catch with con- 
coaled safety quard, 
1/20-12K yellow Gold 
Filled. $6.50 ea 

Also 5S'/," and 7” 
sizes. 

4. €. BARROWS CO. ~~ NORTH ATTLEBORO, MASS. 


GOLD FILLED 


Better for your purpose - - - SALES. 


Thies PITMAN & KEELER Gold Filled Set with ite beautiful hand engine 
turned design attracts not only your attention. but thal of your cus 
tomers Set 27K G.F sii 50 Reta! Cuff tinks % 7%% Retail! if you don’? 


sioct this number ask your wholesaler about it 


PITMAN & KEELER inc., 104 County Street, Attleboro, Mass. 





Remembrance Bracelets | 


Lim alk ae tata 


of chain designs 





Available in 
Sterling Silver * 1/20 12 x GF 
‘ 1OK ond 14k 


“Ue et 
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¥. 
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Black onyx, the 
stone thot will key 
itself to any color 
scheme—so im- 
portant in the 
wardrobes of to- 
day's color-con- 
scious men. Ac- 
cented with spar- 
kling rhinestones in 
a setting of lus- 
trous yellow gold 
plate. Set retails 


for $7.50 


RIPLEY & GOWEN CO.., Inc. Afttiebore, Mass. 











ROS fo Zo 


12 kt. G.F. Pen or pencil retails at $6.60 © 
ea. F.T.1. 14 kt. G.F. Pen or pencil retails © 
at $8.75 ea. F.1.1. Solid 14 kt. gold Pen or 
pencil retails at $50.00 ea. F.T.1. Sterling 

Silver Pen or pencil retails at $6.60 ec 
F.T.1. 
Mechanically guaranteed for life. Smartly 
gift packaged, eye catching display pieces 
- complete merchandising aids. Write for 
the nome of the Cross select wholesaler in 
your territory and ovr 1956 Buyer's 
Guide for the complete story on the entire 
Cross line. 


eeeeeeeeees .T. CROSS | mpanty 


me WOEFTN 









/ 





7 


TT 


THE WHOLESALER 
PERFORMS AN 
ESSENTIAL SERVICE 


For thousands of jewelers throughout the country, 


the wholesaler serves as a fully informed buyer in the 


markets of the world and as a counsellor on the re- 


tailers’ merchandising and financial needs. 


The wholesaler serves an important function in the 


efficient distribution of jewelry store merchandise. 














/ 
We are pleased lo announce 


hel Dr. A. E. Alexander, formerly 


an assistant vice-president 
a) Oe 

O iffany an ompany 
will i POG ee with us 


as a York representative. 


GEMS OF THE WORLD 
WM. V. SCHMIDT CO., INC. 
30 ROCKEFELLER PLAZA 


NEW YORK 20, NEW YORK 


FOR JUNE, 1956 





A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Baguette, marquise 
diamonds are used 
freely in two elab- 
orate pins. Ring 
designs also make 
use of swirling 
forms in metal 
and diamonds. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by capitaliz- 
ing on the customer's interest in design. By becoming 
familiar with these designs you will be able to sketch sug- 
gestions that will impress your prospects. You need not be 
an artist to do this; a pad of tracing paper and some 


66 


practice should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing folder 
for quick reference or they can be shown to those “hard- 
to-please” customers. They can even be framed and dis- 
played in your store, 
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ENCOURAGE FAMILY SHOPPING (from page 60) 
with each different pattern in a pleasant way. 

Cut-out silhouettes of several types and sizes of 
houses serve as backgrounds for china and crystal 
grouping in Sketch C. The copy theme is, “What- 
ever your style of home, you will find here china 
and crystal to harmonize with it.” 

The silhouettes can be cut from heavy card- 
board, painted, papered or covered with fabric. 
They are placed upright at the back of three vary- 
ing heights of elevations on which a few pieces of 
merchandise are shown. Additional pieces are 
shown on slanting ramps extending from the el- 
evations to the window floor. 

Ramps should be covered with fabric with small 
nails or little blocks of wood to keep the plates 
from sliding off the slanting surface. Cut-out 
clouds and tiny birds give the background an airy 
atmosphere. 

suffet supper is served in Sketch D in three va- 
riations. One nearly complete buffet setting can 
be made on a low table on the window floor with 
two other decorative themes suggested on two 
shelves against the background. A window of this 
type allows a good showing of harmonizing pieces 
of several kinds—plates, glasses, flower bowls, 


DIAMONDS 


F merald or 
and J larquise 


candlesticks and serving dishes, as they will be 
seen on a table. 

Women are always intrigued with table settings 
and it gives them an opportunity to show their 
husbands how such a setting will look at home. 

The charm and attention value of such table 
settings increases with attention to details such 
as flowers, candles, linens and any other acces- 
sories that are used 


Sketches of Animals Draw Attention 


The Jewel Box, Janesville, Wis.. uses a sketch and 
pertinent fact about an animal or bird to draw attention 
to its series of weekly advertisements in the Janesville 
Daily Gazette. 

Headed, “R. U. AWARE by THE JEWEL BOX.” the 
series uses an animal picture and fact in the upper 
right of the boxed ad. 

The remainder of the advertisement consists of copy 
calling attention to a department of the store. Copy in 
one ad read: 

“The Jewel Box is noted for a dazzling display of 
gleaming silver and china. We feature plate, sterling 
all the 


pieces that will add glamour and loveliness to every table 


and hollowware in popular silver patterns 


setting. There is a lovely assortment of patterns from 


which to choose in a varied range of prices.” 
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By Zenn Keufmen 


® The wooden Indian is dead. 

We can remember when he was deluxe in window dis- 
play, when no self-respecting cigar store would be with- 
out him, But he’s gone. Gone with bustles, buggies, and 
Sarah Bernhardt, Tableaux are gone, too, A gentle art 
but unable to keep up with the pace of a nation that was 
headed for &-hour hops from coast to coast. 

Tableaux and wooden Indians—they’ve disappeared, 
not because they didn't move fast enough, but because 
they didn't move at all, One a symbol of popular enter- 
tainment, the other an early introduction to what we now 
call window display. 

At the New York World's Fair, in itself a wonderful 
laboratory for showmanship, the Owens Illinois Glass 
Co. was able to draw maximum crowds at minimum cost 
by letting the customers do the work. 

Folks were invited to throw real baseballs at glass 
bulls-eyes. Thus people were given a chance to release 
an urge that was pent up for decades, 

In fact. all the successful shows at the Fair had some 
element of action, such as the Chrysler dare-devil race 
track, or American Can’s push-a-button-and-make-your- 
own-tin-can-bank machine. 

Again-—at the food exhibit there were four mayonnaise 
booths. Three were motionless, one had motion, For 
every visitor who saw any one of the static shows, there 
were 50 at the show with motion, 

The World's Fair was the deluxe example of practical 
showmanship on a professional spree, So let's use it as a 
guidepost, even in planning such comparative miniatures 
as a side street window display. Or even the face-to-face 


sale of a ten-cent cigar. 
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ACT Vi OF 


howmanship in Business 








Votion is as important in face-to-face selling as 
gestures in public speaking. More so. First, it attracts 
attention. Second, it helps to hold it against the competing 
influence of “I’m late for the movies.” or “I wonder 


what's on the television tonight.” 


Store demonstrators stress action 


Please note that store demonstrators, who are generally 
highly trained and paid, almost always use motion when 
they work, Cosmetics or cleaners, housewares or hair- 
waves, remember—-action gets reaction, Emotion follows 
motion. That's one reason why actual demonstrations 
are so important. 

kimer Wheeler, whose “Tested Selling Sentences” 
steer sales people to sales bulls-eyes, tells of a pipe sales- 
man who was tapping the counter nervously as he de- 
spaired over ever selling a certain pipe. A customer 


interrupted his tapping with—‘‘Is this pipe unbreak- 


able?” 


“Yes!” 

“Sold!” 

\ perfect sale for him—-and for us a perfect example 
of the use of motion in face-to-face selling. 

The most exciting sales contest | ever heard of was 
one that fairly burst with action. No simple wall bulletin 
with thumbtacks to indicate the salesmen. This contest 
was run by my friend, Charles McArthur, when he was 
a Dodge dealer in Tucson, Ariz. He dramatized the 
contest as a war-—which in itself suggests action. 
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Only 
IMPERIAL 








ean do it! 


A PERSONAL REPORT 
TO THE RETAIL JEWELERS 
OF AMERICA 


lam happy to announce that on my recent trip to the Orient I was able to 
consummate the most unique and effective promotion we have ever offered. 
Because of our long established connections with the leading pearl! farms in the 
Orient, I was able to gather the finest collection of cultured pearls in our 
history. IMPERIAL’S staff of designers headed by Mademoiselle Bloch is now 
creating newly fashioned jewelry to complement this Fall promotion. Only 
IMPERIAL with its direct Oriental resources and large organization in America 
can offer this powerful combination of outstanding values, designs and selling ideas. 


This merchandising plan and collection of necklaces and jewelry will be shown at 
jewelry shows throughout the country this summer... and we cordially invite 
you to visit our display. 


Your IMPERIAL sales representative will call on you starting in July to tailor 
this plan to your individual store requirements. 


The demand for cultured pearl jewelry this year is the greatest in our history. 
I personally recommend that you make plans to take full advantage of 
this profitable market with the new IMPERIAL PROMOTION this Fall. 


JAC. 


JOE GOLDSTONE 


President 


* & 3 ‘ ” 
Imperial Pearl Syndicate 
NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theater Bldg. 607 S. Hill Ss. 
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A series by 


Dr. Frederick H. Pough Po i : 


Gem Consultant 


to JC-K 


C anvinas of rhodonite 

(of which this is a slab) 

were common in Ceariet Kuseia 

Teday, many pieces are in museume 
(Phote: courtesy of The American Museum 


of Natural History. New York City.) 


color in baroques and cabochons 


Ranging from translucent to opaque, these stones 
offer endless possibilities in color and form for 


jewelry and art objects. 


* Having concluded, although certainly not completed, 
the microcrystalline quartzes, we come to the many. 
colored varieties of stone that the jeweler will find ex- 
clusively in cabochons and baroques. 

Many of these are relatively unfamiliar to the jewelry 
trade, however well known they are in other circles. 
Galleries that exhibit Oriental art objects, and dealers 
in what the auctions list as “bibelots” are familiar with 
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pink, blue and green stones that appear in carvings, 
under all sorts of names. 

ven the mineralogist cannot call some of them just 
by looking at them, and the owner of a carved elephant 
of “African jade” is not really narrow-minded if he 
objects to the removal of a tusk or a toenail to deter- 
mine the exact nature of the stone. With so much to be 
said for the rights of an owner we shall have to leave 
the exact identification of the problem stones for a later 
date, and describe the better known ones now. 

Color may be our best approach. Starting with red, 
we can go through the spectrum and describe all the 
stones that are never clear, and yet are not quartzes, Up 
to now we have talked about two other categories: first, 
stones that are usually clear but appear in baroques as 
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On NBC Television’s TONIGHT, this gentleman displays a 
sales sparkle that puts a gleam in your customers cyes 
That's what makes Steve Allen and Keepsake Diamond 


Rings two of your best sellers. 


And available to you now — going hand-in-hand with Steve's 
personal selling on TONIGHT — are attractive Keepsake coun- 


ter displays to bring the full impact of the star and the show 


Steve shows the sparkle... 
the girl picks the ring! 








right into your jewelry store! 


5o cash in on Steve's persuasive selling. Display Keepsake 
and Steve Allen counter cards. You'll ring up the same big 
returns jewelers get whenever the T-H-T stars — Steve Allen 


Arlene Francis and Dave Garroway — go to work for them! 


(OB TELEVISION NETWORK + service or 69 


T-H-T: TODAY starring Dave Garroway HOME starring Arlene Francis TONIGHT starring Steve Allen 


ror JUNE, 1956 


71 





























HOME OFFICE 


EASTERN DEPT. 
90 John Street 
New York 38, N. Y. 
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Another patch won’t make | 


Lie A 


K = PROOF tube 













































































You can’t improve an old tube with patches. 
No matter how you patch it, you can’t make it 
a modern, leak-proof model. Neither can 

you get maximum protection at minimum 

cost with several policies for limited amounts. 


Get leak-proof insurance with a Saint Paul 
Companies’ Jewelers’ Block Policy, the most 
inclusive jewelers’ insurance available. 


The Saint Paul Companies provide this broad 
coverage to give you, the jeweler, the maximum 
in protection, individually written for your 
particular operation. 


End your worries brought on by several policies 
for limited amounts. Get the most inclusive 
protection you can have—a Saint 

Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 





_ 111 W. Fifth Street, St. Paul 2, Minn. 


NEW ENGLAND DEPT. 
10 Post Office Sa. 
Boston 9, Mass. 


PACIFIC DEPT. 
Mills Building 
Sen Froncisco 6 






BAROQUES AND CABOCHONS [from page 70) 


flawed, although still characteristic, examples; and sec- 
ond, the varieties of quartz which we broke down into 
clear and microcrystalline varieties. (We might explain 
here, since we didn’t earlier, that “cryptocrystalline,” a 
word used by mineralogists, means the same thing. Al- 
though it is more erudite, it is also less self explanatory 
than “micro” — crypta is Latin for hidden.) 

Now we find many other stones that may occasionally 
be clear, but only very occasionally, and then they are 
not handled like the regular gem stones, rare as they are. 

In red baroques and cabochons, we will see garnets 
and tourmaline, but coming in category one, these have 
already been covered. Some quartz varieties too, like 
carnelian, are reddish. Ox-blood coral is about the only 
other stone that we will find, and this is fairly easy to 
spot, 

Coral comes from the Mediterranean and Japan. As is 
well known, it is a colonial sea animal. The animals 
deposit the coral behind them as a foundation that is 
covered with a sort of skin of living animals. Coral can 
he white, spotted with pink, mainly pink, or deep red. 
For jewelry, the latter color is the most favored. 

Coral size is limited by the maximum growth of the 
branching animal group, and is most massive, of course, 
reach two 


at the base. Maximum basal diameters may 


inches, so we will not expect to see anything very large 


made from coral. Natural red coral. unlike the white. 
has a surface smoothness and sheen that we do not find 
It is still likelv to be 


buffed up even in the samples of coral branches that we 


in common white coral-reef coral. 


will occasionally see, and in jewelry use it is generally 


ground into a regular shape. 


Much core! goes into beads 


Probably the most important jewelry use of coral is 
the deep red beads that are cut from the finest ox-blood 
coral. A nice string of these beads is most attractive. It 
could easily resemble something made of plastic, but 
usually doesn't because of the higher polish and greate 
durability of the coral. It is best when the color is deep 
and red, and entirely uniform. The value will depend in 
part on the size of the beads, the length of the necklace 
and the graduation. In any case, it is not terribly 
expensive. 

The coral branches grow smaller and smaller, like tree 
branches. Many lengths of such branches are supplied 
by each colony that is carved into a figure or cut into 
beads. Hence, they are abundantly available as broken 
bits of coral, sometimes buffed off, sometimes tumbled, 
and will be found along with other cheap stones in some 
of the baroque jewelry. For years we have seen necklaces 
of drilled (from side to side) lengths of short branches. 
They represent still smaller branch ends of the same mate- 
rial, and in a closely strung mass give a colorful (if 
uncomfortable) effect. 


bristly and 
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The other well-known use for coral is in Oriental carv- 
ings; little sets of figures and occasionally, when a big 
enough base can be found, in snuff bottles. Snuff bottles 
show better than any other use the organic texture of 
the coral and are easiest to identify if the material is 
quite unfamiliar. Fortunately, most people are well- 
enough acquainted with coral to find no difficulty in 
recognizing it. 

Under opaque pink we have two stones that are com. 
mon in cabochons and baroques but which are wholly 
unknown in ordinaryjewelry. One is closely related to 
a banded onyx marble and is relatively soft, the other 
is a silicate and unbanded, and is quite a lot harder. 
The softer one is cut into cabochons of regular shape 
and mounted in regular bezel settings, while the harde: 
one frequently appears in baroques, and occasionally in 


The color of both 


the softer one is a carbonate and the harder is a silicate. 


carvings. is caused by manganese: 


Carbonate: only recently a jewelry stone 


The carbonate has been known as a jewelry stone onl) 
in recent years, because previously it was not found in 
As a 


rhodochrosite has been prized for generations and choice 


a form that was adapted to such use. mineral, 
examples are quite popular with mineral collectors be- 
cause its rare crystals are quite attractive. A 


marble-like light pink type has been found in Butte. 


massive 


Montana, forming some of the worthless stone associated 


with ores, (such material is known as gangue by 
geologists). 

The good isolated crystals, too, were gangue minerals 
of other lead-zinc mines, but nowhere was the rho- 
dochrosite very solid or very abundant. Then, about 20 
vears ago, blocks from an occurrence in Argentina 
showed up on the market, their broken edges showing 
banded solid crusts, looking just like a very pink onyx 
marble. This, obviously, was a very decorative material 
which soon found application in bases for pen sets, in 
carvings and in baroques. It is sold under the name of 
“Incarose” or “Rosinca,” a reference to the South Ameri. 
can origin, 

Looking exactly like a pink marble or a pink malachite, 
it is now used in genuine stone rings or cuff links when 
fashion makes pink an acceptable color. “Scarabs” of 
rhodochrosite will be found in many scarab bracelets, 
Since it is a carbonate, it is soft and it does not wear 
well: it is soluble in acid and can lose its polish if con. 
stantly wet and dried, or moistened with acid juices 
It should obviously not be “pickled,” nor should it be 
heated The little 


more than the cost of the work. Raw material sells for $3 


any unreasonable amount. value is 


to $5 a pound. 
There is not much of a problem with identification and 


recognition. The only thing with which the pink banded 
material might be confused is dyed onyx marble, and 
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Three Vimensional Charm: 
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thal is more translucent and quite different ( redder ) in 
color, Agate, while it should not look like rosinca to 
anyone who knows the stone, can of course be told by 
its much greater hardness, for rosinca is easily scratched 
by a knife. The manganese pink is very characteristic 
and can be recognized as a manganese color immediately 
once it has been pointed out. 

The harder pink manganese mineral is rhodonite. 
It is a silicate and it is a frequent 
Actually, 
rhodonite is much older in jewelry use, for its character. 


(Photo, page 70. } 


associate of rhodochrosite in ore deposits. 


istic occurrence is in loose boulder masses and in place 
it massive veins. The color varies from a pale to deep 
pink, with only the deepest most often used in carvings. 

Manganese oxidizes quite easily to a very black oxide 
and a little bit is capable of staining a lot of rock. The 


black 


when they are found and their true color can only be 


surface boulders of rhodonite are very indeed 
seen by breaking off a corner. Seams extending through 
the boulders admit rainwater and air, and there soon 
develops a network of black stains reticulating the pink 
groundmass, and lending interest to the stone. 
Khodonite carvings, worked from blocks of Siberian 
rhodonite, were quite common in the Czarist days of the 
Lkaterinberg lapidary industry. Laster eggs, panels and 
platters of rhodonite may be found in museums today 
The ordinary stone industry, however, has let the use of 


rhodonite lapse. 
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Black, Storr & Gorham, Fifth Ave. and 48th St.. New York, 

features the ball gown worn by actress Grace Kelly in “The 

Swan,” as the focal point in a window promoting swan-shaped 

crystal and sterling silver salt cellars. A copy of LIFE maga- 

tine was included becouse a photograph showed that a pair of 

the salt cellars had been received by Prince Rainier and Miss 
Kelly when they were married in Monaco 


While there are many other sources of the mineral, 
when the Russians stopped stone carving, no rhodonite 
was used, and only recently has rhodonite returned to 


use and popularity. The advent of the baroques has 


and 4 color combinations. 
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Sporting scenes, historic landmarks, etc. in 14K ; 
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brought rhodonite back into use, coming mainly from 
California at first, but now getting to Idar and the 
cabochon market from many sources. 

Since rhodonite still comes in big chunks, and indeed 
must to avoid complete black discoloration, it is either 
shattered into small fragments with a hammer, no small 
task since it is a pretty tough stone, or sawn into slabs. 
Many of the tumbled baroques have two flat parallel sides 
which show that they must have been reduced to jewelry 
size by sawing into slabs. Almost every piece used will 
have some black in it. 

There is really no other pink stone with which it is 
likely to be confused. There is a pinkish material of still 
indefinite nature associated with Wyoming nephrite and 
called pink jade, but it does not have the black asso- 
ciation. An occurrence of pinkish massive grossularite 
garnet, possibly in Mexico, suggests that there could be a 
pink stone of this material, but it is not now on the 
market. Its hardness distinguishes it from the coral and 
rhodochrosite mentioned before. It is not scratched by 
a knife, as the two carbonate compounds are. 

Reddish orange Mexican opal sometimes appears in 
baroques, and it may or may not show any of the play 
of color that we normally associate with precious opal. 
Commonly this opal occurs in little cavities in a lava 
rock and has no strength of its own, so it is tumbled or 
cut with some of the reddish-brown opaque rhyolite 
matrix. It grades from deep orange, almost red, to 
yellow and colorless silica gel. 





The finest of the Mexican precious opals are the orange 
ones with a rich play of color. They have more body and 
character than the colorless watery ones which are more 
common in this occurrence. The same is true of our 
baroque opal stones—only the colored ones are interest- 
ing to use in this way, unless they have a fine play of 
color. Even when they do, the opaque matrix that is 
always left in these stones gives them more individuality, 

Goldstone, a glass stone commonly used in jewelry 
and often thought to be a natural mineral substance, 
can be included here, perhaps. It has a basic opaque 
red-brown body color that is flecked with golden specks. 
It has not been used in baroques, for it is made and cut 
abroad and baroques are an American product. It is cut 
and polished like a stone, not cast into molds, so it 
acquires a luster like that of a real stone. Neverthless, 
it is glass, and is so distinctive that it presents no iden- 


tification problem. 


Yellows are not numerous among the cabochons and 
baroques, except for the clear yellow apatite mentioned 
previously and the yellow and brown topaz quartz gem- 
stones. Opaque yellow might be limited to jaspers, 
which were described under quartz, and jade. As a jade 
color yellow is rather rare, but very attractive. The 
different colors of jade are so decidedly different and so 
interesting that they are entitled to a section by them- 
selves, or at least one not split apart by several months, 


So we will save them till we take up green next month, 
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SHOWMANSHIP IN BUSINESS (from page 68) 


O,iginal Whhimoto oe They took the whole town into their contest by ad- 


vertising that an American flag over their store would 








be pulled down on any day they didn’t sell ten cars, A 






cannon was placed on their lawn to be fired every time 






they sold a Dodge. 






The McArthur Brothers were arrested eventually. 





which was more action than they expected, though not 





more than they wanted. - 





You can put action into your sales contest by putting 





a bull’s-eye on the wall and announcing that every time 






you! employee scores, he or she gets one shot at the 









bull’s-eye with a dart. Another way to get action is to 






turn a contest into a poker game. With one card blind 






from the deck for each sale. Then there's an extra prize 






for the best poker hand. 






Put more action into your sales meetings. Most sales 





meetings are dull because there is no action. The boss 






just does a lot of talking and the men yawn, waiting for 


kK. MIKIMOTO & <@.. Lid. the chance to “wake up and £0 home.” 


Put motion into window displays. There was a time 






7 7 oe A 

2 WEST 46th STREET when it was expensive to get motion in window display. 
’ 4 F sd y : : : : : . 

NEW YORK 36, N. Y. Existing devices were both expensive and unreliable. 


You had to take a short course in engineering to hook 








St deen 6-6002-3 
CABLE: MIKIMOTO NEW YORK 





them up and operate them. Today you get good turn- 
tables for about $10. 







Of course. one of the best ways to put action into a 
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window is to put a repair man to work right in the 
window thus manufacturing both customers and mer- 
chandise at the same time. 

When a motion display is stopped, tests by George 
Wellbaum showed that the number of people stopped 1s 
cut down 90 per cent. A still window on a confectionery 
item stopped 68 people in an hour. Moving the same 
display attracted 630! 

Incidentally, a good idea for a motion display back- 
fired when the Wheatsworth Cracker people developed 
an idea for adding motion to a card in New York’s Fifth 
Avenue buses. The picture showed a boy patting his 
tummy, the patting hand was a spring so the motion of 
the bus would animate his arm. Only trouble was that 
the bus company refused to keep the cards since the 
motion reminded riders that the busses were jumpy. 

* *Hell’, said the duchess, tossing the duke into the 
fire-place,”” may not be literature but as an opener it's 
sure-fire. Few shows survive without action, The crowd 
calls for action. Then more action. Home runs and knock 
out finishes, quick happenings in every plot. “It dragged” 
or “not enough action” is probably the most often heard 
popular criticism of an unpopular show. 

If you can’t actually make something move, then a 
semblance of action is the next best thing. A 2x6 piece 
of wood, seemingly thrust through a store window, was 
used by W. E. Cooper in Alhambra, California, to bring 


attention to a dramatic display. The window was painted 









P 


‘ 





as if the glass were shattered; half the wood was pasted 
on the outside of the window while the other half was 
on the inside, 

The Reader's Digest told of a sheriff down in Ohio who 
was re-elected every year for 18 years and never made an 
election speech. No oratory vet always elected. How f 

Lhe answer is simple, \ week before election he took 
his wife to City Hall Park, stood 50 feet away and shot 
cigarettes out of her mouth. 

The wooden Indian is dead. He had no motion, So get 


going soon hefore he’s moved over to make room for 


you, 


| HOW’S YOUR SHOWMANSHIP? 


Each month our autographed copy of SHOWMAN 
| SHIP IN BUSINESS is given for the best example of 
showmanship sent in by a reader of JeweLer’s Cinct 
LAR-KEYSTONE. Tell us of something you ve done——or 
even something you've seen that has helped add that 


extra touch of dramatic interest. 


FREE-—The Showmanship Yardstick 


Send a self-addressed envelope for vour free copy of 
The Showmanship Yardstick——a 12-point check list of 


the elements that make a good show 
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> 4642 — 14K yellow gold with cultured pearls 
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DIAMONDS U.S.A. AWARDS [from page 62) 


also expressed strong opinions on the need for something 
new and original, Miss Trigere said, “Jewelers have 
been repeating the same designs for years, and fine 
jewelry design is further behind than design in any other 
field——including fashion and architecture.” 

Mrs. McCormick said she was delighted to see in the 
designs submitted for the awards “a more modern ap- 
proach than most diamond jewelry offers.” She feels that 
most designers have tended to “follow old ideas to such 
an extent that their jewelry looks out of date—perhaps 
as a result of their effort to make it timeless.” 

A provocative explanation for the staidness of jewelry 
design was presented by Dr. Frankfurter. “The only 
encouragement jewelers have had in recent times has 
been when people hired them to design something 
individual, That is probably why adventurism in jewelry 
design ended with the courts and the court balls, for a 
court ball was sufficient reason to have one’s jewelry 
reset. 

“Jewelry designers do not have the advantage of the 
architect, who can settle the design with his client before- 
hand,” he continued, “Consequently, they are afraid to 
break from tradition—and this fear is undoubtedly ac- 
centuated by the fact that mostly older people buy dia- 
“Don’t worry, it’s a FLEX-LET ... and mond jewelry and that these people have a tendency to 
ALL Flex-Let Bands are guaranteed!” | adhere to traditions, Thus a new design represents much 








more of a risk than a traditional one.” 
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Northampton for finely finished forged stain- 
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In selecting the designs for the 1956 awards collection, 
the committee members praised the addition of Group 
Al. pies es to retail at $500 or less. exclusive of taxes. 
“Croup Al will do more to develop jewelry design 
than all the more expensive groups put together,” 
Leonidoff said. “Most people buy small jewelry and 
they have not in the past got much in the way of original 
design in smaller pieces of fine jewelry. It should awaken 
the American public to the fact that when they are in 
the market for a less expensive piece, it can be a diamond 


piece.” 


Usefulness rated above price 


Both women members of the committee were more 
concerned with the usefulness of a piece than with its 
price. Each felt that the most important piece of jewelry 
a woman can own outside of her engagement and wed- 
ding rings is a versatile pin. 

“You ought to be able to wear a pin on your shoulder 
at the neckline or on your belt or perhaps on a hat or a 
bag,” said Mrs. McCormick, “It ought to be so designed 
that it will look equally well no matter what way you 
turn it.” 

Miss Trigere carried the idea even farther. “A pin or 
clip that can be worn in at least 10 or 12 ways is the 
most serviceable piece of jewelry that a woman can 


own,” she said. “It should be so designed that it can be 
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any quantity large ofr small -~- active inactive, 
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We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive ond 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
reiection 


We are also interested in cooperating with jewel- 


ers who receive calls tor older sterling patterns that 
ore no tonger available 


Reference: Jeweler's Board of Trade or 
Dun and Bradstreet 
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worn as either a clip or a pin and it should be able to 
be worn at any angle. Women are not daring enough. 
They wear a clip or pin where they think it conventional- 
ly should be. They fail to use their imagination.” 

Both women pointed out that precious jewelry comple- 
ments afternoon dresses and suits as well as more formal 
attire and that, consequently, it is important to have 
pieces that are adaptable to both. 

“Jewelry should be so designed that it will add to the 
impression of smartness created by the wearer when it 
is worn with a variety of clothes over a period of years,” 
said Mrs. McCormick, She thinks that jewelry which is 
big and simple is most capable of being worn in a great 
variety of positions and at any angle and therefore “does 
not become so quickly dated or so familiar that it is 
quickly spotted.” 


Trend towerds pure design forms 


Designs submitted for the 1956 Diamonds lL. 5S. A. 
awards reflected a definite trend away from specific 
forms and toward simple beautiful designs. There were 
fewer flowers, dogs, birds and bees and more abstract 
design forms created solely for their beauty and useful. 
ness. 

Dr. Frankfurter related this trend to the phase through 
which all applied arts are passing. “General design in 
applied arts is just recovering from the angularities of 


modern art,” he said. “The best painters are closer to 
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the style of Matisse. In the field of architecture, it is 
interesting to note that the Lever building and the new 
Chase Bank building use space in a free and organic 
way and use a great deal of free form. 

“This same new freedom is apparent in this year’s 
Diamonds U. S. A. collection,” he said. “I especially 
like the free-form designs in rings, particularly in the two 
lower price classes. This new freedom allowed for great 
asymmetry. The same trend was also apparent in clips, 
the form of which seemed to be modeled rather than 


parceled out.” 


Painters needed in jewelry design 


Dr. Frankfurter expressed the hope that some day 
soon more painters would enter the field of jewelry 
design. “I wish,” he said. “someone would take five ot 
six gifted painters and do with them what a silver com- 
pany did 15 or 20 years ago when they sent some painters 
up to their factory for six weeks and got wonderful 
designs. And I think jewelers could, too, if these painters 
were trained in the limitations of jewelry.” 

The Diamonds U, S. A. awards are the first in jewelry 
history given specifically for creative designs in dia- 
monds, The 1956 show will be held at The Plaza, New 
York, on Oct. 17. 


Wedding cakes were originated by the Romans, who 
broke them over brides’ heads as a symbol of plenty. 
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or persons. 


Furthermore, an intelligent merchant can sell this 


idea by outlining 


letter will accrue to the prospective bride by stressing 
the special features of the second paragraph. If this 
is handled skilfully enough and a list of guests is 
secured the retailer has a most valuable tool at his 


disposal. 


While on this topic of mailing lists it might be a 
good idea to digress for just a moment to introduce 
an extra thought or two. People who attend a wedding 
logical 
niversary gifts the next year. Hence, a list like the 
one just secured should be filed carefully for future 


one year are 
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All prices retail and 
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SIX LETTERS THAT SPELL PROFIT (from page 57) 

As for this fifth letter, another suggestion for its 
use can be considered. It is quite understandable that 
there will be instances where storekeepers will not 
be given the responsibility of producing or mailing 
either the engagement announcements 
invitations. Naturally, this means that there will be no 
list of invited guests at the jeweler’s disposal to whom 
a letter can be sent. 

However, when the young lady or her parents visit 
the store and if they are correctly and tactfully ap- 
prot hed, and this means approached with care and 
discretion, it is quite possible that a list of invited 
guests may be obtained. This might be accomplished 
by showing the letter reproduced above which was 
created for mailing, not only to the bridal attendants 
but, to the guests as well. The jeweler should carefully 
point out that the letter is general in nature and that 
it makes no specific mention of any particular wedding 
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A King-size value in a 
Sterling Cigarette Box 


Number six in the series of 
Smith & Smith quality sterling 
boxes. 8%” long, 34” wide, 
24,” high. Sterling through- . 
out, even the bottom, and not 
weighted. Cover gold lined. 
Cedar lining divided in three 
sections for King size and reg- 
ular cigarettes. Capacity 150 
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use. The names should be “set ahead” so that they 
would come up for attention about the same time each 
year. 

The jeweler might send a brief note to them at such 
intervals reminding them that he has a fine and com- 
plete assortment of wedding anniversary gifts. 

And that brings to mind another idea, quite parallel 
to the one just cited, that can be used to great ad- 
vantage by the jeweler. I refer to the establishment 
of a card index record of each new bridegroom's name 
and the date of his wedding. (See Card “C” below.) 


Separate or individual card 
showing monthe. 


Recular 3x5 
index card 
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Card *c* 


Each year, about two weeks before the wedding 





NEW 
HECO 
400) 
DAY 
LANTERN 
CLOCK 


#1118 
To Retail 
at $29.95 





Spring wound movement. Has attractive silver dial with raised 
gilt numerals. Clear, unbreakable plexiglass on 4 sides of brass 
case has fine engraved design. Handle on base of new safety 
lock releases ond starts pre-assembled pendulum. 


Send for 1956 Catalog and Price Lia 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE NEW YORK 3, WN. Y. 
1524 Merchandise Mart Chicago, HL 
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anniversary date, the retailer should send Mr. Newly- 
wed a brief and “diplomatic” note reminding that 
yentieman that his wedding anniversary is close at 
hand and that he undoubtedly will want to com- 
memorate it with a gift of fine jewelry to his wife. 
For this purpose a sample of our sixth letter is shown 
below: 


Dear Mr. Newlywed: 


Although there are atill about two weeks to go, 
we want to be among the first to offer our con- 
gratulations and good wishes on the forthcoming 
anniversary of your marriage. May all the years 
to come be happy and prosperous ones for you and 
your wife. 


If you contemplate commemorating this happy 
mile-stone in your life with a little gift to your 
wife may we suggest that you look over the vast 
assortment of gift items which we have carefully 
selected for just these occasions. Everything shown 
is of the highest character and finest quality. Yet, 
our prices make giving a distinct pleasure. 

Why not step in tomorrow and choose your gift 
leisurely and comfortably. A small deposit will hold 
it for you until wanted. You can depend on us to 
serve you to your entire satisfaction. Please remem- 
ber: candy is quickly eaten and flowers soon die but 
a gift of fine jewelry is a lasting reminder of your 
love. 

Sincerely yours, 
John Jones, Jeweler 
Mr. John Newlywed 
6370 Sunset Drive 
Pacific Drive, Calif. 





Now that we have prepared the six letters that 
spell p-r-o-f-i-t for the jeweler and discussed them 
briefiy, the next step is to explain the use of the 
system, so that it will function smoothly and simply 

As mentioned at the very beginning, the store- 
keeper carefully scans the social columns of his daily 
newspapers for announcements of engagements or 
forthcoming weddings. He also watches the column of 
paid engagement announcements which many news- 
papers feature. From these items the necessary names 
are obtained and transferred to the fronts of Cards 
“A”. Letters are immediately sent out to the prospec- 
tive bride, bridegroom and their respective parents. 

When the young lady and/or her parents visit the 
store the information for the back of card “A” is 
secured and filled in. At the same time Card “B” is 
prepared for purchases already made or which are 
hopefully to be made in the future. All cards are filed 
alphabetically according to the young lady’s surname. 
The “system” is now working. 


Keep gift buyers informed 


When friends or relatives come in to purchase their 
gifts it is important to ascertain from them the name 
of the prospective bride for whom these items are in- 
tended. Card “B” is pulled from the file and the cus- 
tomers are discreetly informed as to the silver, china 
and glassware patterns previously selected by the bride- 
to-be or her parents. Thus, gift buyers may be guided 
into proper buying channels, a service or assistance 
many will genuinely appreciate. As additiona] pur- 
chases are made of the patterns indicated they are 
recorded on the card. Thus, duplication is avoided. This 
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is good not only for the recipients but for the jeweler, 
since it relieves him of the necessity to exchange gifts 
at a later date. 

Instances may arise where gifts are wanted for 
persons whose names are not in the dealer’s card file. 
This need not disturb the merchant nor should it in 
any way interfere with his opportunity to make the 
sale. In a case of this kind he secures the prospective 
bride’s name and address from the customer and then 
handles the information just as if it had been obtained 
[rom a newspaper. 


The system is flexible 


However, if he learns that the wedding date is too 
close at hand to permit or justify mailing any of the 
first five letters in the campaign he merely passes up 
this part of the drive. He does, however, make the 
necessary record (Card “C”) so that letter number 
six can go out about a year hence reminding Mr. 
Newlywed to buy his wife an anniversary gift. 

No provision has been made, in this operation, for 
follow-up letters in the event that the first mailing 
fails to produce results. Should a merchant decide 
that a follow-up is advisable it can be done by a 
courteous and tactful telephone call. Such a call need 
merely remind the young lady about to be married 
that the jeweler is eager to serve her. During his 
brief conversation he can again invite her to step in 
and indicate her preference of silver, glass and china- 
ware patterns so that a proper record of same may be 
kept as a helpful guide for friends and relatives when 
on their gift buying rounds. 

If such a follow-up still fails to produce desirable 
action good taste indicates that this particular pros- 
pect be dropped. In cases of this kind persistence may 
be more harmful than beneficial. Of course, there is 
always the hope and chance that her parents, the 
yroom-to-be or his parents may come in and bring 
the jeweler’s efforts to fulfillment. 


Campaign is worth considerable effort 


On the surface it may appear that this system re- 
quires considerable letter writing—frankly, it does. 
However, there is no royal road to success. Any sales 
campaign worthy of the name entails a certain amount 
of work and expense. The particular nature of this 
operation is such that success can be readily achieved 
if it is approached, handled and maintained with the 
correct long run point of view in mind. 

Where the retailer does not have the proper steno- 
yraphical or typing facilities he can avail himself of 
a plan that does not require this type of help. The 
letters can be produced in quantity—-let us say 250 
of each—by either the multigraphic or flat bed print- 
ing process. They will, to all intents and purposes, 
look like typewritten letters except that they will not 
be personalized with the recipient’s name and address. 

For example: where letters are individually typed 
each can carry the particular name of the person for 
whom it was intended. The salutation may be “Dear 
Miss Smith” or “Dear Mr. Luckyboy” as the case may 
require. However, where economy is a consideration 
and letters are run off in bulk the salutation need only 
be “Dear Friend” or “Dear Friends”. 

Fortunately, there is an inexpensive alternative to 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 
Silverman 





THEY SAY, “HITCH YOUR WAGON 

TO A STAR” BUT AT BEST IT IS ONLY 

IMITATION AND SOMETIMES 
DOWNRIGHT ILLEGAL! 


| SAY IF YOU HAVE THE ABILITY, CREATE 
YOUR OWN WAGON AND YOUR OWN STAR. 


Last 
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week | spoke with a jeweler in an upstate New 


discussion and plann ng, we contracted 
a dote tor his sale. He told me that 
ago a came to him and told him 
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ometime mon 
sell out and that he represented Silverman Sales and 
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out COLD, to canvass tor sales or store 
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When | returned to my office in New York. the next 


day | received a call trom a jeweler in Houston 
Texas. His first words were, “O.K. Silverman, |) 
accept your reoresentatrives offer of 45¢ on the 
dollar was flabbergasted and angry Neither 
| nor any of my representatives had made any su hy 
otter nor did we at any time talk with this leweler 
THIS MAN WAS NOT A SILVERMAN SALES 


REPRESENTATIVE. HE WAS A FRAUD. 
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Lejt—-This new “Passporter” leather travel 
bag from MacArthur Products, Inc., Indian 
Orchard, Mass., has zip-down section for 
cosmetics and unique pull-up passport 
wallet. Red, navy or black. From $35. 





Far Lejt-—-The new “Contrast” flatware from 
Lunt Silversmiths is a blending of sterling and 
ebony black nylon. Knives have stainless steel] 
blades. Handles virtually unbreakable and 
stain resistant. Basic 4-pe. setting: $18.75. 


Lejt—-This new “Ambassador” men’s jewel case 
from Babcock Jewel Cases, Attleboro, Mass. 


, 


has sections for 10 cuff links, plus large 





accessory section. Molded Florentine-style 


cover. Velvet interior. $5. retail. 


Far Lef{t-—This is one of the new series of 
diamond rings introduced by Kaspar & Esh. 
126 W. 46th St., New York. 14K gold. 
Available in variety of styles and original 


designs. From $50 up, retail. 


Lejt—This new “All Purpose” beverage set 
from the Sterling Hollowware division of 


International Silver Co. is part of new series 





of multi-purpose hollowware pieces. Coflee 





carafe, $70; Sugar bowl, $15; Creamer, $535. 





Far Lejt—This new “Pansy” pin is from 

Marcel Boucher, 347 Fifth Ave., New York 
Set with simulated topaz, peridot, jonquil, 
alexandrite and amethyst. $12.50. Matching 


earrings retail for $10 a pair. 


Theyre new... they re 
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Right 


Paper Mate has an extra silvered tip point 


This new “Piggy Back” Capri pen from 


and ink supply that is carried inside the pen. 
Chrome top. Available in black, grey, blue 
and red, Unconditionally guaranteed, $1.95. 


Far Right—The new “Lady Ronson” ladies’ 
electric shaver has safe-to-touch trimming 
edge said to prevent cuts, nicks and scrapes. 
Extremely quiet. Set with rhinestone. In 


four fashion colors. $14.95. retail. 


Right—-These two 14K gold ladies’ watches 
are part of new series from Le Coultre. At 
left is tiny watch with new concave dial which 
makes watch look smaller. $110. Model at 


right features diamond-cut bezel. $110. 


Far Right—The new “Executive” sterling 
silver cigarette box from Smith & Smith, North 
Attleboro, Mass., has cedar lining divided 
into three sections. Holds 150 cigarettes. 


Plain, $75; engraved or etched, slightly more. 


Right This new cakestand from ( agle ) Wm. 
Rogers (Star) division of International Silver 
Co. is designed to prevent tipping. Gadroon 
border and pillar base. Stands 4” high and 

is 121%” in diameter. $7.95, retail. 

Far Right—The new five-piece “Candlelight” 
gourmet cutlery set from Kirk's Litd., 65 

W. Broadway, New York, features mirror- 
polished, hand-forged blades of stainless 

steel. Gift cased. $15. retail. 
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Lejt—This is the new one-jewel Swiss watch 
to be introduced in U, S. in October by Bass 
Watch Corp., 522 Fifth Ave., New York. Two- 
piece anodized aluminum case in Hamilton 
yellow. 8° ligne. $12.95, retail. 


Far Left--Hamilton’s new “Venita” ladies’ 
watch features tapered end pieces and narrow, 
tailored bezel. 22-jewel movement. Shock. 
resistant. LOK white or yellow gold filled 
case with stainless back. $65, retail. 


Left—This “Silent-Tic” Junghans boudoir clock 
has an alarm that buzzes softly first, then 

rings loudly. Ivory-colored case with luminous 
dial. 3°4 in. in diameter. From Henry Coehle: 


Co.. Inc., 101 Fifth Ave... New York. $7.95. 


kar Left G-k Telechron’s new “Keynote” 
kitchen clock has black hands and numerals 
with red sweep second hand. Embossed metal 
panels flank dial. Available in pink, red, 
yellow and white. Retails for $5.98. 


Left—This giant new “Sunburst” wall clock 
has been introduced by Syracuse Ornamental 
Co., Inc., Syracuse, New York. 33 in. in 
diameter with 8 in. dial. Metalgold color 


$90. Smaller model, same design available. 


Far Lejt-—These ladies’ automatic watches 
are new Dynawind styles in Incaflex line from 
Wyler Watch Corp., 131 E. 23rd St., New York. 
Waterproof, shock-resistant balance wheel. 
Yellow tops. Retail for $72.50. . 
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to keep customers coming back... 


to keep profits coming in... 


sell , TEGOR Aristocrat Of 
Ctoinless 


WHEAT PACE MOTIF VERVE 








in these magnificent patterns > 


plus 


versatile serving 
pieces like these 











CONSUMER ACCEPTANCE, built by national advertising*, builds 
store traffic. Customers satisfied by quality merchandise return 
to your store time and time again. Their purchases put profits 
into your pocket. 

It’s easy to sell Stegor — the Aristocrat of Stainless! Offer it 
in place settings, in sets for 4, 6, 8, 12, in open stock, and get the 
plus profits by selling Stegor Stainless Serving Pieces in all pat- 
terns. It’s stainless steel flatware crafted for today’s mode of 
living: contemporary in design, easy to care for, increasingly 
popular to give, or to own and use, 

Take advantage of an obvious trend! Smart shoppers are 
buying quality stainless. Satisfy them with Stegor and watch your 
profits increase. 


*Stegor Stainless is pre-sold for you in Good House- 
keeping, in House Beautiful’s Guide for The Bride, and 
in Brides’ Magazine. 


For complete information, write 
STEGOR DIVISION * THE GORHAM COMPANY 
Providence 7, Rhode Island 
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3 all-new Bens 
the year’s biggest selling news 


Superbly modern Big Ben (spring and electric) and new 
Baby Ben mean booming business! 


pall 


7 ’ 
Every luminous dial sale a 
gives you on extra profil. “+ 4 
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ALL HAVE: beautiful new styling in dust-resis- 
tant modern metal case...patterned dial...smart 
cone-shaped break resistant crystal. And of 
course, the same dependability that has won 
world-wide respect. 


plain dial $6.96 


i 
each retaiis luminous dial, $7.96 


NEW BIG BEN SPRING ALARM 

A handsome clock for any room. New features! Whisper 
tick. Quiet single key wind. Sweep alarm indicator on dial. 
Fire-alarm gong can be regulated to “loud” or “soft.” 
4’%" high. Cushioned base. Two finishes: White and gold 
color, Black and nickel color. 


NEW BIG BEN ELECTRIC ALARM 
Great news for those who like electrics! Single knob sets 
both time and alarm. Sweep alarm indicator on dial. 
Sweep second hand. Insistent call. 414" high. Cushioned 
base. New Big Ben Electric comes in two striking finishes: 
White and gold color, Bronze and gold color. 


NEW BABY BEN SPRING ALARM 
More appealing than ever! Quiet tick. A steady call, which 
is adjustable to “loud”’ or “soft.”’ 3°." high. Cushioned 
base. New—sweep alarm indicator on dial. In White and 
gold color or Black and gold color, he’s out to break sales 
records —as a family favorite and an enchanting gift. 


here's how to “sell’em like hot cakes !’’ 


Includes 8 new Big and 
Baby Bens in assorted 
finishes, plain and 
luminous dials, 


colorful two-piece 
merchandiser 


FREE! 







Assortment Ne. 320 


Includes 14 new Big and 
Baby Bens in assorted 
finishes, plain and 
luminous dials. 


Dealer Cost $72.48 


FREE! flashing “ae 


light display a 
terrific attention 
getter! 


Better order right away —first come first served. 
Remember, more Westclox have been sold than any other clocks. 


2'2% quantity discount on 24 or 
more spring alarms 


Por your povtes tion Wesislos products 
are Pair Traded in all states having 
Paw Trade Laws. Prices quoted 
above do not include (anes and are 
subject lo change 


5% quentity discount on 6 or more 
electrics, one model or assorted 


FPROO WU Ts oe Ca 


LA SALLE-PERYU, ILLINOIS 


OR PORATION 
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Magazine Spotlights Jewelers 
In 10-Page Feature Article on Silver 


Retail jewelers across the country stand to benefit from 
a 10-page feature article on silver in the May issue of 
Good Housekeeping, prepared in collaboration with the 
Jewelry Industry Council. 

The magazine is using its “Little Treasury of Silver” 
as the basis of a promotion. Good Housekeeping is 
sending letters to women’s clubs, calling their attention 
to the article and telling them how they can plan an 
“afternoon of silver.” 

The plan includes a 20-minute speech, prepared by the 
Jewelry Industry Council, to be given by a club member, 
and recommends that a local jeweler be asked to visit 
the club and bring with him an interesting collection of 
silver flatware and hollowware which he can discuss with 
the members. 

The 
speaker's platform in reprints of the 10-page article. 
This feature includes color photographs of sterling pat- 
terns, photographed against a background of flowers, 


magazine also provides decoration for the 


drapes and a variety of chests, 

Part of the 10-page section is devoted to the cleaning 
and care of silver, plus a diagrammed presentation of 
the correct use of silver in a variety of table settings. 

The JIC suggests, “This is an excellent opportunity 


to gain new interest and customers for silver. It comes 


at a particularly opportune moment, when almost every- 


one is thinking of at least one wedding present.” 


SIX LETTERS THAT SPELL PROFIT (from page 85) 


this bulk method of production. The multigrapher 
will be glad to put aside a strip of the ribbon that was 
used to run off the letters. For a nominal charge the 
multigrapher will type in the addressee’s name at the 
top of each letter using this piece of ribbon and thus 
obtain a close color match to the body of the letter. 
This will give the effect of the entire letter having 
been typed at one time and make it look personal in- 
stead of the multigraphed or printed form that it 
really is. Any multigraphing or process letter 
organization will be glad to show samples of such 
work and quote prices. 

As will be seen from all of the foregoing, this sys- 
tem is easy to put into motion and easy to keep in 
motion. Because of its simplicity it is also inexpensive. 
About the most costly part of the campaign may be 
the sterling silver wedding bands that go out with 
letter number one which is addressed to the prospec- 
tive bride. However, when purchased in quantity they 
should not prove too expensive. 

This much is certain: it will require only a few 
completed, successful cases, if we may use such a 
term, to give the merchant a break-even point as far 
as his initial costs are concerned, From then on the 
plan should prove profitable. 

One thing must be kept in mind, however. Unless 
the retailer is willing to earnestly conduct a campaign 
of this kind for a minimum period of six montha it 
should not be undertaken at all. Promotions of this 
sort frequently take from 3 to 6 months before they 
catch on, but once they have caught they quickly 
snowball on to the right side of the ledger. 
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Model 4460—16-cup, 


$9995 


Model 4461 —in copper, $32.95 
Medel 1455 —8-cup, $24.95 


























Outmoding all others, these fabulous new Universal 
Coffeematics will rocket your sales to a new high. 
There's new beauty in their graceful, modern lines... 
perfect performance in their fast automatic action. 
And backed by a campaign 6 times greater than hes PLAVOR-SELECTOR 
ever been put behind any other coffeemaker, you'll ' 

Gives you coffee to 
have a presold market on your doorstep. Order now... haus auth 


get set for the biggest Coffeematic year in history! you choose .. . just 
eet it and forget it! 


V2 


MEET THE BELLE OF THEM ALL... 
the all-new Coffeematic for ’56—more beauty, 
more value in America’s No. I coffeemaker 





REDI-LITE HEAT SENTINEL 
Glows te show you Keeps coffee at per- 
coffee is done...no fect serving temper- 
watching or wait- ature with no in- 
ing! It's automatic! crease in strength! 


Everything points to the BIG YER AR! LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 
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A suburban jeweler’s 
problem was irregu- 
larly heavy store traf- 
fic that overwhelmed 
his sales force. Solu- 


tion: self-service. 


Self-Help with 


by Robert A. Latimer 


® Self-service merchandising methods can be especially 
eflective in a neighborhood suburban store, a Colorado 
jeweler has learned. 

Hilton C. Lanphere operates his store in Arvada, a 
suburb of Denver. About 30 other retail stores are con- 
centrated in the area where local merchants, including 
Lanphere, banded together several years ago to purchase 
a parking lot for customers. 

The jeweler was troubled with store trafhe problems. 
Shoppers were entering his store at peak periods, brought 
to the district by the concentration of retail stores and 
the availability of parking. 

As a result, Lanphere’s salespeople were overwhelmed 
occasionally. Much worse, of course, were the resulting 
walkouts of potential customers who tired of waiting for 
attention. 

“The problem was a very serious one,” Lanphere points 
out, “since we could not add more sales help specifically 
to take care of the heavy traffic that was likely to descend 
on us. What seemed to me to be the only practical solu- 
tion was to set up some system whereby our customers, to 
a large extent. could wait on themselves, then simply pay 
the cashier at the rear of the store.” 

Another reason for the success of self-service operation 
at Lanphere Jewelry, the owner emphasizes is that he 


recognizes almost everyone who comes into the store. He 
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Sel f- Service 


was not especially concerned about pilferage and did not 
hesitate to place moderately expensive items in the open 

Lanphere made the changeover to a predominantly 
self-service operation last August, by removing most of 
the wall cases along both sides of his store, in favor of 
open display shelving. Of the traditional wall cases, only 
two were retained at the front of the store. Along most 
of the wall area now are pegboard panels, finished in 


maroon, a color he thought particularly effective. 


Shelf arrangement is staggered 


The 5-foot high panels permit the quick adjusting of 
shelves. After experimenting with both continuous hori 
zontal shelving and a staggered layout, Lanphere decided 
that the second arrangement was most effective for him. 
His reason: small jewelry items are more likely to gain 
attention when they are shown along a variety of eleva 
tions. Otherwise, they tend to become submerged in a 
mass of items, 

The suburban jeweler chose maroon for his pegboard 
because he liked the contrast it made to sterling and 
plated hollowware, flatware and giftwares. All the small, 
movable shelves mounted on the pegboard are finished 
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@ from the Sale of this new 
WONDER SPRAY! 


@ from increased Sales of hi Tornch Spray for all i 
SILVER HOLLOWARE! 


™ ™ ° Protective film that poor ™ 


"ver mirror-bright, alwoY? 








Easy Easy 


to apply h to remove 


Just press J washes 
the button Sea“ right off 


Retail Price *22 


Net 12 oz 
Dealer cost: $14.40 per dozen. 


(# Sells right off the counter 
| in test spots! Free mats 
and displays available. 


Be the first to bring your 
customers this new 


Anti-Tarnish Spray miracle product 


They'll appreciate it! 


Just one easy, quick application and goodbye to tarnish! 12 Doz. Orders Shipped Prepaid 
By ending polishing drudgery you encourage more home 

makers to buy sterling or silverplated holloware! Exhaustive Available through wholesaler 
laboratory tests prove the clear plastic coating will last er welte te 
indefinitely! Show your customers how to retain that “just Glenwood Products Corp. 
polished look’’ and you'll make sales on holloware and 366 Fifth Avenue 

EXTRA profits on SILVER SHEELD! New York. N. Y. 


Vite! ingredients manufactured by €. 1. Ov Pont, De Nemours Compony LOngeacre 4-5912 
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Lejt—Oriental in style, new “Quince” 
pattern in soft pink and gray on Conti- 
nental china designed by Raymond Loewy: 
o-pe, setting may be retailed for $9.95. 
From Rosenthal-Block China Corp., N. Y. 


Far Left-—Designed by American Indian 
Tom Two Arrows, this “Fawn” pattern in 
Arzberg china is done in pinks and blues; 
o-pe. place setting retails for $12.95. 

From H. E. Lauffer Co., Inc... New York. 


Lejt—-Tones of violet, pink and green 
appear in this “House of Flowers” design 
in “Impromptu” bake-and-serve china din- 
nerware; 16-pe. set retails for $18.95. 
By Iroquois China Co., of Syracuse, N. Y. 


Far Left—*Duet” pattern in Franciscan 
dinnerware shows unusual arrangement of 
roses done in carmine red and pink, gray 
brown leaves; 16-pe. set, $14.95 retail. 

By Gladding, McBean & Co., Los Angeles. 


Left—Burnished gold scroll and bands 
with gray leaf motif make up the “Gloria” 
pattern in Paragon bone china from Eng- 
land; 5-pe. setting, $28 retail. Stocked 

by Fondeville & Co., Inc., of New York. 


Far Left-—“Milford”—lilac pattern sur- 
rounded with inlaid rim whose color of 
green, gray or peach is a part of the 

china body; 5-pe. setting, $24.50 retail, 
From Josiah Wedgwood & Sons, Inc., N. Y. 
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Right—Tropical shells hand-drawn in 
coin gold on a jet black rim—this is 
“LaCosta” design from the Castleton Studio; 
)-pe. setting may retail for $50. 


By Castleton China. Inc... New Castle, Pa. 


Far Right—-Spode’s “Tuscan,” modernized 
from pre-1800 design, has bands painted 

in transparent pink over charcoal gray, 
blue flowers; 5-pe. setting, $10.30 retail. 
From Copeland & Thompson, Inc.. New Y ork, 


Right—"*Alaris’—-contemporary pattern 
smartly contrasting black and gold is 

done on coupe shape rimmed with platinum; 
»-pe. place setting retails for $21.95. 


Created by Lenox. Inc.. of Trenton. N. J. 


Far Right—Stylized spray in gray and sil. 
ver traced in black-—“Impromptu” design 
in Baronet china finished with platinum 
lines; 5S-pe. setting retails for $8.50. 


From Fisher. Bruce & Co.. Philadelphia. 


Right “Meadow Glow” in ripe yellow 
and rose-russet with accents and lids 

in rose-russet, in Royal Doulton dinner- 
ware; 5-pe, setting, $6.25 retail. 


krom Doulton & Co.. Inc... of New York 





Far Right—New “Pasadena Kose’ pattern 
on coupe shape in Lorenz Hutschenreuther 
china from Bavaria; finished with palla- 

dium trim; 5-pe. setting, $12.90 retail. 


A. Straub & Co.. Ine.. N. Y. ¢ 


Krom Paul 
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OPERATION 


CHERUB 


brings retailers the op- 


portunity to benefit from 


an industry-wide promo- 


tion, designed to protect 


the jewelers’ Christmas 


volume against the in- 


roads of other industries. 


* Before you permit yourself the luxury of an- 
ticipating next autumn’s Christmas business, Mr. 
Jeweler, have yourself a shudder. 

That volume you so glibly anticipate at the 
moment may not materialize. 

Someone else may get that Christmas business. 

No—not some other jeweler. Rather, some 
other type of merchant who is out for every 
penny’s worth of business he can garner. Business 
you have had up until now. 

True, you’ve had the Christmas gift market 
virtually in the palm of your hand ever since 
World War II. As a matter of fact that was what 
gave you this market—practically no one else but 
the jeweler had anything to sell. 

But things are different now. During the past 
few years the sellers of other, vastly different 
types of merchandise have been casting jealous 
eyes in the direction of your Christmas gift mar- 
ket. 

And this hasn’t just been the scheming of the 
sellers of other merchandise. Not by a long shot! 
The manufacturers and the distributors of other 
varieties of merchandise have raised their sights 
and zeroed them in on your market. 

Take the liquor business as an example. Ob- 
viously it wasn’t practical to sell the public on 
giving a series of snorts for Christmas. So what 
did they do? They dressed the firewater up in 
fancy boxes the first year, decanters became all 
the rage the second year, and last year gimmicks 
such as music boxes were added as an inducement. 
Did the public go for the idea? Well—sales of 
liquor in gift decanters tripled in 1955, compared 
with the preceding year. 

Or consider the hardware business. For years 
they have promoted their wares in the spring and 
fall. But last year they held off and developed a 
Yuletide push. “Give Pop a power saw for Christ- 
mas,” the ads proclaimed. “Buy Mom a new, eco- 
nomical set of traverse rods for the living room 
curtains.” It can hardly be said the campaign was 
in vain because Printers’ Ink reported on April 6 
that hardware sales increased $20 million in 1955 
over the previous Christmas. 

These are but two instances of other industries 
moving into the jewelers’ Christmas gift market. 
Others have their rangefinders in operation at this 
very moment and are drawing a bead on Christ- 
mas, 1956. 

Specifically, the steel and automobile industries, 
as well as airlines and travel agencies, are plan- 
ning heavy promotions for bigger chunks of the 
multi-billion dollar Christmas market. 

PLEASE TURN TO PAGE 120 
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“Poalipall Timed by Syroce 


No one — but no one — but Syroco has such 


No. 3281 Sunburst Clock 
43” Diam.: 8” Dial. Metaigoid. Pkd. 1. $90.00 Ret 


Ne. 3280 Same Design 
20° Diam: 5'%" Dial. Metaigold. Pkd. 1. $35.00 Ret 


Ho. 3283 Wail Clock 

19° Diam.; 5'%" Dial. 
Metaigoid, White with Goid. 
Phd. 1. $30.00 Ret. 


a wonderful way with wall clocks. Shown here 
are the latest in a long, inspired line of high 
quality, high-fashion timepieces... probably 
the most varied collection ever produced by 


one company, and certainly the fastest-selling. 


No wonder then, Syroco is known as the 
‘must’ line in the decorative accessory field 
For no one but Syroco offers so complete a 
selection of styles and sizes. No one but 
Syroco comes up so consistently with new, 
trend-setting designs. And no one but Syroco 
makes it so easy to build volume sales with 


full markup on every item. 


Write for 1956 Catalog and Supplement. Free 
product mats or photos by number. 


Minimum order new accounts $75.00 wholesale..: All 
prices are Suggested Retail. Western retail prices 


slightly higher. Dealer's Discount 50% 


LOOK FOR SYROCOG AT ALL LEADING 
FURMITURE, JEWELRY AND GIFT SHOWS 


©) Copyright 1956 

SYRACUSE GRHAMENTAL COMPANY, INCE 

609 $. Clinton St.. Syracuse 2. 8. Y 

SHOWROOMS : NEW YORK — 225 Fifth Ave. CHICAGO 1526 
Merchandise Mart HIGH POINT 108 &. Commerce Street 
SEATILE — 2028 Second Ave 





















Left 
coupe shape in Heinrich & Co. china from 
Bavaria. Called the “Beacon Hill,” the 
o-pe. place setting retails for $12.50. 

From Geo, Borgfeldt Corp., of New York. 


Mat gold diamond design borders 
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har Left 


bone china from England, a fluted swirl 


“Simplicity” design in Aynsley 









shape edged and trimmed with burnished 






gold; 5-pe. place setting, $12.25 retail. 


Stocked by Bertson House. Ltd... N. 7. is 










Left 


bowl and foot in this “Ambassador” design 


Narrow bands of fine gold edge 






in stemware with low. diamond-shaped stem. 






Goblet and sherbet. $36 a dozen retail. 


By b ostoria Class Co.. Moundaville. W. Va. 























har Lejft——“Guirlande de Roses” design in 
Raynaud French china shows formal border 
of roses and leaves finished with gold 
bands; 5-pe, setting, $15.95 retail. 


From France Energic Corp., of New York. 


Left—Five-color underglaze decora- 

tions in earth tones, green, pink-blue 

on soup tureen (with warmer) and casse- 
role in handled frame; retail, $5 each. 
Made by Northington, Los Angeles, Cal. 


har Left Highball glass and double old- 
fashioned in “Rita” design in crystal 


glass from Sweden, with heavily cut bases, 





may be retailed for $36 a dozen. Distrib- 
uted by D. Stanley Corcoran. Inc., N. Y. 





Table top fashions .. . 


THe JEWELERS’ CIRCULAR-KEYSTONB 











































Right 


is made in maple wood, black wood or 


Scale 23 in. high and 27 in. wide 


patina combined with brass and it may 
be retailed for $20. It was created 
by Pryor & Co., of Los Angeles, Cal. 


Far Right—*Flirtation” on new mat-finish 
china dinnerware has silver, blue, and 
green fan pattern finished with silver 
rim; 5-pe. setting may retail at $27.50. 
By Sascha Brastoff Products, Inc., L. A. 





Right—-New candlesticks in “Majesty” 

design are 15°%4 in. in height and made in 
polished and lacquered brass; retail $25 
a pair. Part of a new modern brass line 


from Crown Silver. Inc. of New York. 


Far Right—Decanters in heavy crystal 
by Kosta, in Sweden, have leaf stop. 
pers with copper-wheel engraving; §& in. 
size retails for $20; 10 in. size, $24 
From Ebeling & Reuss Co., Philadelphia, 


Right—Syroco wood planter finished 

in Metalgold and white or black with 
gold, is 31 in. x 14% in. in size with 9 in. 
brass container; it retails for $35. 


By Svracuse Ornamental Co.. Svracuse. N. Y 


Far Right—Tole tray 12 in. x 19 in. with 
Cera-glass decoration in gold on white 
or black; retail $4. Cocktail sets and 
accessories made in matching patterns. 


From Vincent Lippe Corp., of New York. 


and home accessories. 


MORE TABLE TOP FASHIONS ON PAGE 96 
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No. 2in a series of sales and merchandising news 
of Commun ry, the finest silverpilate. 


DLLVERWARE NEWS 


you can use to increase sales 


JUNE~—A PEAK MONTH FOR SILVERWARE SALES 


More than any other month, June overflows with gift 


occasions, Spring weddings, wedding anniversaries, brid- 


al showers, and graduation exercises all fall in abun- 


dance during June not to mention ever-present 
birthdays, baby showers, and visits from the stork, 
which occur every month. All these events call for 
special lasting remembrances making silverware 
often the best answer to a customer's gift problem, And 
the best way to remind customers of the gift appeal of 
silverware is by advertising it for June gift occasions, 


both through window displays and local newspaper ads. 


Community makes a variety of gifts to suit every oc- 
casion and pocketbook, from mite-priced baby items to 
sumptuous tea services, Here's what Helen Suther- 
land, silverware buyer of Rost Jewelry Company, 
Indianapolis, says about gifts of Community: 

"We feel that silverware is the ideal gift for brides of 
this year and anniversary gifts for brides of past years. 
We are proud to sell Community flatware and hollowware, 
hee Use Wwe have complete confidence un their quality. And 


it is easy to find an item that will fit anyone's budget.” 


The following suggestions 


are particularly timely for gilt occasions: 


STARTER SETS 


J 







fe -— 


i 
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| 

| 
sithainchitaacinibitgs bibeaiiaa 
\ popular new gilt item is the “Set O' Twenty,” con- 
sisting of tour complete place settings. Its moderate 
price ol $29.95 puts it within reach of almost anyone 
who wants a larger, handsome gift for a girl graduate, 
wedding, anniversary, or birthday. The Community 
starter set, packaged in gift box, comes with buffet tray 
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which serves as a handy drawer container. Or, if the 
customer prefers, the starter “Set Twenty” can be 
had in a mahogany chest with buffet tray, retailing for 


$37.50 complete. 


COMPLETE SILVERWARE SERVICES 


r - pepmeEReneneNes 





~~ 

















Naturally, the ideal gift of silverware is a complete 
service for eight or twelve. And the new Community 
Duo Chest offer makes it easier than ever to sell com- 
plete services for anniversary and wedding gifts. This 
novel sales idea allows the customer to buy a complete 
service in buffet trays at a full $20 less. The silverware 
can be shown to best advantage in the chest, while the 
customer has the option of buying it with the chest or 
with removable buffet trays. Retail price of service for 
eight in chest is $89.75; and only $69.75 in the buffet 
trays. The trays come in three parts, and will fit per- 
feectly into buffet drawers. sideboards, etc. 
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HOLLOW WARE— THE PRESTIGE GIFT 
With the trend to elegant table settings gaining favor, 
silverplated hollowware makes a treasured wedding, 


birthday or anniversary gift. Community offers three 


complete hollowware lines—Melon, Georgian Gadroon, 
and Ascot. Both Melon and Ascot are authentic English- 
design reproductions. Sales prices range all the way 
from $6 for salt and pepper shakers to $325 for 5-pe. 
tea and coflee sets. 

















Ascot* salt and pepper shakers, $60; Georgian Gadroon* bread 
tray, $16; Melon* hand-chased coflee pot, $90, 

To help dealers profit from the rising demand for 
hollowware, a full-page Community advertisement will 
appear in July LADIES’ HOME JOURNAL, featuring 
the Melon coffee pot shown above. Dealers are urged 
to take advantage of this Community ad through local 


advertising and display of Community hollowware. 


SERVING PIECES AND GIFT SETS 











= | 





Ea 





Serving fork, ladle, and pastry server in new IT wilight.* 


Much plus business is available from extra pieces and 


gift sets, which are often snatched up quickly when dis- 


played prominently on counters or in showcases. They 
make ideal gilt suggestions for weddings, birthdays, 
bridal showers, and anniversaries. Community serving 
pieces retail from $2.00 to $13.50 and are available in 
the widest variety of pieces. Every item comes individu- 
ally gilt-boxed., 


2s 5 9 ore 











The new spring gift set, shown, retails for only $2.95, 
though a regular $6.50 value—making it particularly 
appealing for an Inexpensive birthday or shower gilt. 
It consists of Imperial handerafted, divided glass dish 
holding relish spoon and pickle fork, available in a 


choice of all five Community patterns. 


CHILD AND BABY ITEMS 











Latex Klephant Squeeze Toy, holding baby spoon and fork, $2.50, 
Primary Set, including child's cup, spoon and fork, $5.75. 

With babies becoming more popular than ever, silver. 
ware gifts for children are likewise growing in popu- 
larity. Not limited to new babies, these gilts are ideal 
for birthdays, too. Community® offers a wide range of 
child and baby items for all ages. Retailing from $1 to 
$6.95, stores are realizing substantial profits from high 
item turnover. Clear plastic packaging makes it easy to 


see contents, and shows items off to best advantage. 


ee feweweeereteneteneee ee @ 


kor complete information on any of the above items. 
contact your Lommunity representative or wholesaler. 


or write direct to Oneida Ltd. Silversmiths. 


Sraealtewmanre ; a (CIDA, HY, 


A Service of Oneida Ltd. Silversmiths 


Reprints of this article make handy guides for sales staffs, and can be obtained by writing Oneida Lid. Silversmiths, Oneida, N.Y. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 





OVE National China and Glass Show focuses interest 
in New York next month. We hope that when you 
plan to attend, you give yourself enough time to 

visit not only the New Yorker Hotel but the many perma 

nent showrooms in the city. All of the new things created 
for the Fall and Winter market will be ready for you 
then and you should, to quote Hal March, “give yoursell 
every break” hy seeing a8 many of them 7 possible, 

lt is unlikely that. as a whole, the new things will show 
any dramatic change in styling. What some of them may 
reflect, however. are signs which many retailers have 
observed——a trend toward an increased consumer interest 

in traditional designs. “Trend” may be too strong a 

word to use here, but one certainly hears reports of more 

customers asking for patterns that harmonize with, let 
us say, French Provincial or Colonial backgrounds, 
This is by no means to be taken as an indication that 
modern design is “out.” That would be a ridiculous 
statement, easily refuted by any dealer in china glass. 

What it does mean is many customers have been casting 

an interested eye toward traditional styling. No one can 

say now whether or not that represents a trend, but it is 


something for the alert jeweler to watch, 
* 7 * 


Peter Terris illustration 





A NeW idea in point-of-purchase display is this 12-inch 
plate made by the Peter Terris division of Shenango 
China, Ine., showing illustrations to tie in with the di 
visions advertising program in Life magazine. Thirteen 
advertisements are scheduled in the campaign, which 
began with the April 30 issue. The plate is offered to 
dealers free with opening orders of four 16-piece starte: 
sets and it can be bought individually, as well. It is 
packed with a plate rack stand, 
Recently re-elected officers and directors of Shenango 
are; George B, Zahniser, president; vice president in 
charge of manufacturing, Howard B. Cummings; vice 


president and director of sales, J. Leo Dowd; vice presi- 
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dent, William 5. Emley; vice president and treasurer, 
(. J. Newman; assistant secretary, Kathryn Boston; 
chairman of the board and secretary, Lynne A. Warren: 
directors, Alfred G. Blake, Einar Buhl, president of the 
Henri Stern Watch Agency, Inc., Mr. Cummings, G. P. 
Pollen Jewett. Robert C. Downie. James K. Love. Edward 
McSweeney, Mary Parker Smith, director of publicity 
lor Castleton China, Inc., A. F. Warren, Lynne A. Warren 
and Mr. Zahniser. 
“—! ae 

J ANDREW SQUIRES, manager for the Keystone China 

* and Glass Show held each January in Pittsburgh, 
met last month with his advisory committee of exhibitors 
and set Jan. & to 15 as the show dates in 1957. This 
committee includes the Geo. Borgfeldt Corp., A. J. Van 
Dugteren & Sons, Inc., United China and Glass, Metasco. 
Inc., Ardalt Imports, John Goodman Co., Styson Art 
Products, Ignaz Strauss, Chelsea Imports, McAllister 
Long, James Betesh and Brillium Metals. The show will 
be held again in the Fort Pitt Hotel. 


* . + 


Albert R. Said 





-_ R. Sai, vice president and general manage: 
of the Franciscan division of Gladding, McBean & 

(o., has been elected president of the American Fine 
(hina Guild, Other ofhcers include Theodore Haviland 
Il, vice president of Haviland & Co., Inc., vice president: 
William R. Salisbury, assistant to the president of Onon 
daga Pottery Co., treasurer; and Lynne A. Warren, chair- 
man of the board of Castleton China, Inc., secretars 
The election was held April 23 in the Beverly Hills Hote! 
The tariff situation was the chief topic of discussion 
at the business session and also taken up were plans fo: 
improving fine china dinnerware sales through the educa 
tion of the consumer. A committee was appointed to 
study methods of such consumer promotion, with the 
engaged girl and the bride as the special target for the 


program, 


> » * 
Tame W. Hocan, president of the Flintridge China 
Co.. of Pasadena. Cal.. is vice chairman of the com- 
mittee for the California Gift Show to be held July 22 


to 27, in Los Angeles. Ernest Wiley is chairman 
sd * * 


Hy Eaetzicn C. Wepcwoon, president of Josiah Wedg- 
wood & Sons, Inc., of New York, and president of 
PLEASE TURN TO PAGE i'!8 
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Are 80% of your crystal sales to women under 35? 


Ah, glorious, predictable youth! They lly million students have already market be increased’? Maybe so 
buy over 80° of all handblown crys seen it. Also, the Fostoria Bridal Write us today for complete details 
tal. At least, so we were told by a Negistry Service is now being used l ostoria Glass Company, Moundaville 
nationwide panel of glassware buy by over two thousand stores, If you West Virginia, 

ers. That's why its important that don t have a registry service, why not 

Fostoria know the design preferences investigate this one. If you are al bine handblown 

of young women... and concentrate ready using this type of service. our 

major merchandising and advertising suggestions may Sie you make it and hand-molded crystal 
efforts on reaching them even more effective. 

Some examples of Fostoria leader Young women are also being pre sold ° 
ship in helping you sell the under-35 by an all-new advertising campaign OsTto lla 
group: Fostoria’s film, Crystal Clear Lach full-page ad helps a woman 
is being shown in home economics choose from five or six crystal patterns TRAGE MARK 
classes throughout the country. Over (an your sales to the under-35 ~. 
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In the first floor jewelry displays (top photo) and in the second floor 
“World of Gifts” china, silver and crystal department (below), the 
Washington firm of Charles Schwartz & Son has put the emphasis on 
quality. An equally strong tradition is a high standard of service. 


An uncomplicated philosophy 
has been at the heart of this 
Washington firm since its begin- 
ning. The family management 


has constantly stressed 


QUALITY AND SERVICE 


FOR FOUR GENERATIONS 


®* What kind of practical, work- 
ing philosophy sustains a retail 
jewelry firm for four genera- 
tions? 

In one way, it is summed up 
by Charles Schwartz, youthful 
president of the 68-year-old 
Charles Schwartz & Son, 1313 
F St., NW, Washington, D. C., 
who says, “I like nice things, 
and I like to be proud of what- 
ever I do.” 

More elaborately, the firm’s 
business precepts are summed up 
this way by Schwartz and his 
father, Samuel T. Schwartz, 
chairman of the board: 

1. Every person who comes 
into the store to buy is doing a 
personal favor for every member 
of the organization. 

2. Every item purchased, 
small or large, makes someone 
happy. 

3. Every customer is a person. 
Employees should remember 
them and greet them by name. 

4. At least one executive is on 
the selling floor at all times to 
greet customers. 

5. No customer should ever be 
rushed. 

6. A liberal refund and ex- 
change policy is always in force. 

This personal outlook was de- 

PLEASE TURN PAGE 


THe JeweLerns’ CIRCULAR-KEYSTONE 














You are invited to attend the first showing of 


THE NEW HALLE HRA eT 


CENTURY SHAPE 


” Ga rtisd 





S New elegance and beauty in the form. 
a New color excitement in the decor. 
Ed Brilliant new concept of dinnerware 
design, from the deft hand that has 

made HALLCRAFT first in professional 
and consumer acclaim... first in 


versatility of use... first in sales! 


Don't miss it at the New York China. Glass 
and Pottery Show 


July 15-20 Hotel New Yorker 





Room 843 








MIDHURST CHINA COMPANY 129 Fifth Avenue, New York 3,N. ¥., OR 4-3696 
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veloped by Simon Schwartz, who 
founded the firm. It is subscribed 
to today by his 32-year-old great- 


yrandson, who became president 


last October. 

The youthful president, keenly 
aware of new and sharper com- 
petition, knew that he could op- 
erate in one of three ways. He 
could “go discount,” to compete 
with the price-cutters. He could 
“trade down,’’ emphasizing 
terms instead of merchandise 
quality. Or he could continue to 
put the emphasis on quality mer- 
chandise, backed by the personal 
service philosophy of the pre- 
ceding three generations. 

“We chose to continue as a 
quality house,” Schwartz em- 
phasizes. “In addition to the 
fact that all of us derive pleasure 
from selling fine merchandise, 
we recognize that there is always 
plenty of room for a quality store 
and a quality operation.” 

Other factors behind 


im 7 A C5} 27 


A table is always set in the Schwartz 
store, with fine china, crystal and sil- 
ver to please all tastes. The photo 
yraph below shows the tablewares de- 
partment, in a Colonial setting on the 


second floor. 













ADVERTISED IN 


LIFE 


13 times 
in 
seven 


now! 
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realchina -& 


- th 
for everyday use Ee | months 
ne 


aaa Feal op; 
fopa : Chi 
a s 


real china , 16 pe. 
igs starter sets 


retail $ 1 2) O5 
from 
fast turnover ... full 50% profit 


© Quenproof! Bake on it, serve on it 

© Dishwasher proof! 

© Kiddie proof! Service weight for extra strength 
© One Year Warranty! Free breakage replacement 
© [ndoor-Outdoor! Use it anywhere 





Peter ‘Terris 

Division of Shenango China, Ine. 

Dept. PT-5, Box 120, New Caatle, Penna 
Gentlemen: 

Please send me complete information on Peter 
Terris China and all the FREE promotional ma 
terial available including newspaper mata, radio 
TV scripts, card displays and FREE fired diaplay 
late and rack . FREE with opening order of 
~~ 16-pe. starter seta, 


STORK NAME 
STREET ADDRESS 
crry ZONE STAT? 


nY riThLe 
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by James M. Young 


Phitip B. Krause, 
western Pennsylvania 
jeweler, shows gift- 


wares to two shop- 





pers. Inetalling the 





upholstered bench in 





section ia one 





this 
example of the serv- 


ollers in 





Krause 





ice 
his program of build. 


ing gift sales, 


SMALL 


how 


* “The way to sell gifts is to give service!” 

That's the simple selling philosophy which has guided 
Philip Krauss, owner of Krauss Jewelry, Merchant St., 
Ambridge, Pa., in the eight years since he established 
his gift shop. Neither Krauss nor his customers have ever 
had occasion to regret it, 

For Krauss, the services have meant a stock turnove: 
four times a year. For customers, they have meant con- 
venience and confidence in the firm. Among the services 
which characterize the Krauss store are: 

|. Free delivery service to any address in the county. 

2. Free gift-wrapping of all merchandise. 

3. Free mailing of packages to any address in the 

U.S. 

4. Ready exchange of all gifts purchased in the store, 

5. A eredit to the customer's account if a gift is 

returned and no suitable alternate is selected. 

Actually, the gift shop, now located in the rear of the 
jewelry store, was once entirely separate—located a few 
doors down the street, It was established in 1948, just 
seven years after Krauss opened the jewelry store. 

Because Ambridge is a comparatively small town, 
with a population of less than 20,000, Krauss was able 
to recognize a good many of the residents by sight. He 
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WELLER SHOWS 


to sell gifts 


soon noticed that the same people who purchased their 
jewelry from him were also accounting for most of the 
sales in the gift shop. Accordingly, he built a 40-foot 
addition onto the rear of his jewelry store and moved 
his gift shop there. 

“One of the reasons our business has improved,” says 
Krauss, “is that our customers have the advantage of 


one-stop shopping.” 


Customers like to move around store 


Another reason, he points out, is that the two sections 
complement one another. Thus, a customer who comes 
in to buy a gift item is often attracted by one of the 
jewelry displays and makes two purchases instead of 
one, 

Along the wall of the gift shop, Krauss has installed 
a large upholstered bench for the convenience of his cus- 
tomers, Directly opposite the bench are six small tables, 
used to display toasters, candlesticks, cooking utensils 
and other appliances, woven baskets, beverage glasses, 
china and porcelain figurines and other articles. This 
arrangement has proved popular with Krauss’ women 
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imported from Bavaria 


FRANCONIA CHING 


COMPANION CRYSTAL 


The incomparable beauty of Franconia China in finest true porcelain is 
complemented by Companion Crystal stemware cut to perfectly match 
Franconia dinnerware patterns. Both are made in Bavoria by craftsmen long 


renowned for perfectionist skills in the arts of ceramics ond gloss 


® NATIONALLY ADVERTISED 
















® DINNERWARE CORRECTLY PRICED from $6.95 to $16.50 retail for 5-pe. 
Place Settings. (Slightly higher South & West) 


© STEMWARE priced from $1.50 to $1.90 per piece. 7 sizes available. (Slightly 
higher South & West) 


® MORE THAN 45 OPEN STOCK PATTERNS 
© F.0.8. NEW YORK for IMMEDIATE DELIVERY 


® COMPLETE “DEALERS AIDS” PROGRAM 
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KEYED TO A BRIDE’S NEEDS 


A Philadelphia jeweler coordinates every phase 


of his table top promotional program. Result: 


sales of wedding merchandise are on their way up 
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a Marjory Morrow, bridal consultant and 
eolor coordinator for 8. Kind & Sons, Phila- 
deiphia jewelers, discusses table settings with a 
group of home economics students from a nearby 
college. Such clasees are a regular feature 


of Kind’s overall bridal merchandising 


that is not readily available elsewhere.” 

This remark by Samuel Kind Jr., vice president and 
secretary of 5. Kind & Sons, 84-year-old jewelry firm at 
Chestnut and Broad Sts., Philadelphia, is his explana 
tion of the success of the firm’s new bridal consultant 
service. 

Though the bridal service has been in operation only 
nine months, hardly long enough for Kind’s to make it 
known to every woman in the area, it is well on its way 
to developing the potential envisioned for it by manage 
ment. 

“We are just hitting our stride now,” says Kind. 

Key figure in Kind’s new service is Miss Marjory Mor 
row, bridal consultant and color coordinator. With a 
background including public relations training (for 
Welcome Wagon) and sales experience in china, glass 
and flatware for a local department store, Miss Morrow 
is a “natural” for the position. Equally valuable is her 
concern for the customer as an individual. 

Before Miss Morrow joined the staff at Kind’s, the 
firm had made only a casual attempt to stimulate its 
bridal merchandising. A Bride's Book, which cost the 
firm 65¢ a copy, was offered to brides-to-be if they came 
into the store for it. 

“This offer was never coordinated with our merchan 
dising, however,” says Kind. “When a young woman 
came in to pick up her book, one of the clerks handed it 
to her. She might smile and say something about the 
weather to the customer, but that was all. The customer 
would thank her for the book and walk out of the store.” 

Under the new bridal program, Kind’s still offers a 
free book to brides-to-be, but there is a great difference 
in the way it is being followed up. Invitations are still 
sent to young women selected from the society pages of 
local newspapers, but they emphasize the service offered 
by the bridal consultant rather than the free book. 

The effect of the invitation, and the reputation of the 
firm, is shown by the fact that 1000 invitations mailed 
to prospects brought in a total of 350 brides-to-be——a 35 
per cent response. 

Kind’s also sends letters to home economics teachers 
in the area, inviting them to come see Miss Morrow's 
demonstration of silver, china, glass and linen coordina. 
tion. Key sentence of the letter, prepared in conjunction 
with a current contest sponsored by a major silverware 
manufacturer, reads: 
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“We feel we are offering customers a valuable service 


“I, alter seeing this demonstration, you would like to 


arrange for your students to attend a similar one at a 
later date, that would be most desirable.” 

lhe suggestion has paid off handsomely, for a number 
of the teachers have brought their classes into the store 
to take adv antage of Miss Morrow's knowledge and as 
sistance. 

As a third means of drawing prospective bridal custom 
ers into the store, Kind’s has run a two-column ad point 
ing-up its new service. Under the headline, “Co-ordinated 
Table Setting,” are illustrations of china, silver and erys 


tal. and table top ACCERBOTICS. 


Bridal department was created 


lo provide Miss Morrow with every opportunity to 
implement her ideas, Kind’s created a special department 
for the new bridal consultant service. Department L (fos 
linen) includes all the necessary materials for a variety 
of tastefully coordinated table settings: tablecloths, place 
mats, napkins, candles and centerpieces. 

Lach of these items is for sale. This is not a common 
practice, but Kind’s has found that it stimulates sales 
(Often a bride-to-be, after finding “just the right” table 
setting under Viss Morrow s expert eye, expresses a 
doubt over her ability to carry out the arrangement in 
her own home. 

It looks beautiful,” she sighs, “but | couldnt do it in 
my home. You have these fancy candles and lovely 
centerpieces to work with here. 

The young lady's doubts are quickly dispelled when 
Miss Morrow replies, “Yes, you can, Lverything on the 
table, including the candles and centerpiece, is for sale. 

Another important factor in successfully carrying out 
the bridal program is the location of Miss Morrow's de 
partment. The extra-width desk she uses to create het 
table settings is only a few feet from the china and crys 
tal displays. As the bride-to-be sits at the desk, she 
cannot avoid seeing Kind’s extensive inventory, displayed 
in open shelves from waist level to the ceiling. Miss Mor 
row has only to take one step back from her desk to 
select any of the patterns and work it into a place setting. 

Experience has taught Miss Morrow to begin her co 
ordinated place setting with flatware. Once the bride-to 
he decides on a certain pattern, she moves into china and 
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BEAUMONDE. (Sold Brass} 


quintessence of good taste 
, designs long studied 
to achieve simplicity, 
quality and craftsmanship 
so rare today 
A complete line with beauty that 
endures, 


Send for new 
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Candlesticks 
Solid Mahogany Base 
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KEYED TO A BRIDE'S NEEDS (from page 113} 


crystal. for customers who have already obtained thei 


flatware. Miss Morrow selects some pieces of the same 


pattern from Kinds extensive stock and then begins 
building on it according to the customer's preferences. 
in her role as color coordinator, Miss Morrow also selects 
mats, tablecloth, candles and centerpieces which ha 


monize with the china and crystal. 


Does the bride-to-be really know what she wants in 
china, silver and crystal? Yes, says Mise Morrow. “The 
young women are much more discerning today than they 
were five years ago,” she declares. 

lhis improvement, whi h Call ttiewaih ite reased sales love 
the jeweler, is due to the growing emphasis on interior 
decorating and the importance of more attractive homes. 
says Miss Morrow. A great deal of credit for this desire 
for tasteful use of china, silver and crystal is due to the 
women's magazines, she maintains. 

For the most part, Kind’s extensive stock, with its 
almost unlimited combinations, rules out most difficulties. 
Despite this, there is one recurring problem : the mothe: 
of the bride-to-be. Generally. the mother accompanies 
her daughter to “help” select her table settings. Usualls 
the daughters either want everything exactly like mother. 
or they want everything exactly the opposite. Miss Mor 
row, in private life a wife and mother of a teen-age child, 


appreciates the anxiety a mother feels. Nevertheless she 
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believes in tactiully easing the worried mother into the 
background. Once she has gained the mother’s confidence 
and has assured her that she will look after her daughter, 
Miss Morrow can go ahead with her discussion and dem 


onstration. 


Transitional pieces for the undecided girl 


Sometimes, the brides-to-be cant decide on either 
traditional or modern. Realizing that they will be living 
in small apartments inclines them toward the simple, 
clean lines of modern. On the other hand, the hope that 
they will someday have their own home leads them to 
prefer the more ornate, richer lines of traditional. Miss 
Morrow solves this problem by suggesting transitional 
pieces; these can be worked into either a modern or a 
traditional setting, according to the linen and the sur 
roundings, when the new bride's circumstances are 
changed at a later time. 

Another problem, though of a minor nature, is pre 
sented by the groom. Despite an extended, comprehensive 
session with the bride-to-be, there is always the danger 
of her coming in a few weeks later with the tearful com 
plaint: “My husband doesn't like it.” 

lor this reason, Miss Morrow urges the young women 
to bring in the groom-to-be before making a final selec 
tion of the china, crystal and flatware they will both be 
using in the years ahead. This means a double chore for 


her- -pleasing two customers instead of one—but she has 
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an appealingly simple design 


in clear crystal of unmatchable quality. 
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EBELING & REUSS CO. 





Clare? Cordial Footed Juice Footed iced Tea 
51500 $13.20 $15.00 $16.20 


NEW YORK: 225 Fifth Avenue 
CHICAGO 557 Merchandise Mart 
PHILADELPHIA 7Q7 Chestnut Stree? 
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How to coordinate china, silver and crystal is the topic of 

this conversation between Marjory Morrow (left), bridal con- 

sultant at S. Kind & Sons, Philadelphia jewelers, and a shopper 

Miss Morrow is in charge of Kind's bridal merchandising and 
promotion program 


found it well worth the added time and effort involved. 

Once they have chosen their patterns, Miss Morrow 
carefully records them on detailed forms kept in Kind’s 
permanent bridal registration file. 

To maintain Miss Morrow's status as an expert, but 
impartial, consultant, Kind’s has taken her out of the 
saleswoman category. She is not required to make sales 
and receives no commission on the merchandise she does 
sell. She is therefore under no pressure when recom- 
mending one pattern over another for a customer, 

It is also an important factor in her relations with 
other, long-time, members of the china, crystal and silver 
departments. The commissions on the merchandise sold 
by Miss Morrow are divided, on a rotating basis, among 
the othe salespeople, most of whom have been on the 
staff for years. 

Now that the bridal program is in full swing, what does 
Kind’s plan for the future ” For one thing, it plans to 
continue the techniques that have already proved their 
value: special ads, personal invitations to meet Miss Mor 
row, the free Bride’s Book, demonstrations for home eco- 
nomics teachers and special lessons for high school and 
college students. 

In addition, Kind’s will expand its group-demonstra 
tion program for college girls in the area, offer Miss 
Morrow's guidance to women’s clubs and organizations 
and sponsor a series of interest-arousing contests. 

Samuel Kind sums up the future of the bridal con- 


sultant program this wav: “We're just starting'” 
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“BEACON HILL”-by HEINRICH & CO 
Double-diamond effect done in mat gold 
creates classically simple border in this 
decoration on the coupe shape in pure 
white, fine Bavarian china. 

}-pe. Setting: Ap. $12.50 retail 





“ADARE” cutting in brilliant Waterford lead crystal from 
Ireland appears here in drink accessories (priced at ap- 
proximate retail). 


Ice Kucket $21.26 ea i14-on. Highhbali B00) 1) chew 
lhwanter a2 50 ° oF (id Pashioned 47.00 
f‘orktall Blakes 25.00 > O8 Tumbler Oe) 
Martini Jug 16.25 Cocktall $m (OM) 


Complete Stemware aleo available in “Adare.” 


fiotlet a0 00 dos ort Wine or Bherry$45.00 doe 
Sauneer ( hampagnes 7.00 Cerdial 42.00 
im fet yl (") 


See Our Many Lines at the 
NATIONAL CHINA, GLASS and POTTERY SHOW 
New Yorker Hotel, july 15-20 
Rooms 611, 612, 614, 615 


GEO. BORGFELDT 
CORPORATION 


Our 75th Anniversary Yeor 


44-60 EAST 23rd ST., NEW YORK 10, WN. Y, 


712 S$. Olive St. (Mdse. Mart) 44 York Street 
Los Angeles, Coif. Toronto, Ont., Canada 
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L de since 1770 


THE VP FINE ENGLISH 


DINNERWARE 






Fine English Earthenware 
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Lowestoft Stone China 





Stone im 
Made in England by W.T, CorptLanp & Sons, Lp. 























IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Spring # hedule in HOUSE & GARDEN, HOUSE BEAU- 


TrVUL, THE NEW YORKER, BRIDE'S MAGAZINE, and SEVENTEEN. 


{X\oual Doulton 











CHINA, GLASS & GIFTWARES [from page |04) 


the British Commonwealth Chamber of Commerce, to- 
gether with the other officers and directors, were hosts 
at the luncheon given April 25 by the B.C.C. of C. 
in the Waldorf-Astoria Hotel in honor of the Rt. Honor- 
able Cuthbert Lowell Ackroyd, Lord Mayor of London. 
The Lord Mayor and his retinue appeared in full robes 
of office, giving the guests an idea of the pageantry of 
the office and the unique privileges of the Lord Mayor, 
whose position in the city is second only to that of the 
sovereign. 

Both British and American firms interested in recipro- 
cal trade between the United States and Great Britain are 
members of the British Commonwealth Chamber of 
Commerce, which maintains a close relationship with 


other chambers of commerce in the two countries. 
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Aner, all-expense trip to Bermuda is the first prize 

in the quiz program being staged by Josiah Wedg- 
wood & Sons., Inc., with only china and glass retail 
salespeople eligible to compete. Eight place settings of 
Wedgwood china comprise the second prize and eight 
place settings of Queenware, the third prize. The con- 
test consists of a series of 10 questions based on the 
informative booklets which the Wedgwood company has 
been sending out to retail stores for many months. 
Serving as judges are Miss Alice Winchester, editor of 
Antiques magazine, Miss Annie Reese, Wedgwood’s direc- 
tor of promotion, and Fred Cuthbertson, president of 


W. H. Plummer & Co... Ltd., New York. 


Belle Kogan 





Rs KocANn, well-known designer of ceramics, glass. 

silverware, and plastics, was guest of honor April 23 
at a testimonial dinner given at the Vanderbilt Hotel, 
New York, by the Industrial Designers’ Institute. Miss 
Kogen is a Fellow of the Institute and a founder of its 
New York Chapter. She has written several articles on 
tableware for JeweLers’ CircuLar-Keystone. The din- 
ner was given to observe her 25th anniversary as a de- 
signer. She is the first woman to receive this distinction. 
Speakers were José Louis Sert, dean of the Graduate 
School of Design at Harvard, and the Hon. Abe Stark, 
president of the New York City Council. 

. « * 

Ne new vice presidents have been elected by Glad- 

ding, McBean & Co., manufacturers of Franciscan 
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china and earthenware. They are: Carlton bk. Goudge, 
general manager of the Pacific Northwest division, and 
George E. Naylon, Jr., controller, both members of the 
general management committee. All other officers of the 
company have been re-elected. 
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| ata she sailed for her wedding in Monaco, Grace 
Kelly selected a Rosenthal china pattern the 


. 


“Florentine” especially executed in gold—for her per- 
sonal use. The gift of an American friend, the china 
Is expected to be used by the prince and princess in thei: 
villa, for their own dining and the entertainment of close 
friends and relatives, 

Another gift presented to the prince and princess was 
a specially-made Val St. Lambert vase. The Belgian 
colony in Monaco was the donor. The vase is 2'% feet 
high, weighs 30 pounds and is the work of 40 Belgian 
artisans, who devoted a full month to it. A duplicate is 
now on view at the showrooms of Vogue Ceramic Indus- 
tries, New York, importers of Val St. Lambert. 


few George 5S. Thompson Corp., manufacturers of the 
Olde Thompson pepper mills and table accessories. 
has appointed the Clark Sales Co., of Cincinnati, as its 


representatives in Ohio, Western Pennsylvania, Kentucky 


and West Virginia. 
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HOW TO SELL GIFTS (from page | 10) 


customers, as it enables them to glance over the varied 
stock while resting. 

Open wall shelves around the shop are used to display 
25th and 50th anniversary plates, a variety of clocks, 
handbags, serving trays, ashtrays, salt and pepper shak- 
ers, butter dishes and vases. 

The gift department's varied stock is advertised fre- 
quently in the local newspaper. Six times a year, direct 
mail pieces are sent to each of the store's paid-up charge 
account customers, who usually are about 8O per cent 
of the total number of credit accounts, As a further boost 
for the department, one of the front windows is used 
throughout the year for displays of gift merchandise. 

Krauss is currently offering a new service to residents 
in the area who are of Greek Orthodox faith—-special! 
articles of attire for the bride and groom in a religious 
wedding ceremony. 

The latest service being sparked by Krauss is a com 
munity parking lot. 

“If we can put this parking lot project through,” says 
Krauss, “I'll have free umbrellas——with no advertising at 
all on them—distributed to everyone who uses the lot 
on a rainy day.” 

Such a promise is not only an example of community 
spirit, it is a further exhibit of the kind of service that 


sells gifts for Krauss Jewelry. 


MONARCH 
price-marking system 
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Sells More Merchandise—Monarch price-marking 
inspires confidence, gives sales and stock information, 
answers customers’ questions, encourages impulse buy- 
ing, increases self-service sales. 


insures Selling at Correct Price—The Monarch price- 
marking machine price-marks tickets, tags and labels 
neatly and accurately. Ends the price mistakes and losses 
resulting from faded, smudged pencil price-marking. 


Adds to Profit—Correctly price-marked tickets give you 
“extra salesmen’ for your merchandise. Every item 
picked up from open displays for price examination is 
half sold. 


For a demonstration without obligation, tear out the 


coupon attach to "AL letterhead and mail to wus 


The MONARCH Marking System Company 
216 South Torrence Street, Dayton J, Obie | 

| am interested in a Monarch Junior price-marking machine 
Send me some information on it-—without obligation 
Name — . —— 
Dept... j 
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Haruaway, in foreground—Snamrock, in back 


Two charming new patterns 


with unusual appeal on 


AYNSLEY’S Portland fluted shape 


This fine English bone china 1s prized 
throughout the world for its brilliant 
whiteness and fine quality. HATHAWAY 
is decorated with delicate pink rosc- 
buds while SHAMROCK is, naturally, in 
green, Both are from an outstanding 
new group of patterns available for 


immediate delivery, 


5-pret ec place selling lo retail 


al appr Ox imately $12.75 


Exclunve USA. Representative 
FISHER, BRUCE & CoO. 


1107 Broadway 
New York 10, N.Y. 


991 Market St. 
Philadelphia 6. Pa. 





AGAIN, OPERATION CHERUB {from page 98) 


What is the jewelry industry’s answer to this 
threat? 


Simply this: Operation Cherub, the hard-hitting 
promotion which last year inspired the retail 
jeweler to do more than hold his own against the 
competition from other industries. 


Last year Operation Cherub was launched late 
in the season—it wasn’t until the closing days of 
June that the project, sponsored by the Jewelry 
Industry Council, was given the go-ahead. And it 
wasn't until September that it got off the ground. 


Christmas, 1956, is another matter. Other in- 
dustries have already set up their promotion plans, 
or at least are in the process of doing so. 


Will the jewelry industry be in the battle? 
You can bet your bottom dollar it will! 


For one thing, the Jewelry Industry Council 
has received the go-ahead on its program much 
earlier this year. 


Here is what the JIC has already done, accord- 
ing to a report by its president, Albert E. Haase: 


1. Decided to repeat Operation Cherub. This is 
the direct result of a survey of retail jewelers, 
nation-wide, who indicated enthusiasm for last 
year’s promotion and a desire to support an even 
more intensified program in 1956. 


2. Appointed committees, on all industry levels, 
to plan the 1956 Operation Cherub campaign. 
There are three separate groups at work: manu- 
facturers, wholesale distributors and retailers. 


3. Tied in with The Saturday Evening Post (as 
was the case last year) with a two-fold objective: 
a. Continuous selling of the program from 
June on by industry-wide promotion imple- 
mented by slide films, speeches before retail as- 
sociation meetings, newspaper mats, material 
for special supplements, etc. 

b. An all-out special section in the Dec. 1 
issue of the Post promoting jewelry store mer- 
chandise as Christmas gifts and the jewelry 
store as the place to buy Christmas gifts. 


4. Outlined details of materials which will be 
made available to jewelers at cost, to implement 
the Operation Cherub program. 


Walter B. Jaccard, Jaccard Jewelers Corp., Kan- 
sas City, Mo., chairman of the JIC, has announced 
the appointment of the following committee chair- 
men for the 1956 Operation Cherub program : 


Manufacturer advisory committee: Gordon 
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Wholesale distributor committee: 
James H. Hetzel, Eisenstadt Manufacturing Co., 
St. Louis, Mo. 

Retail advisory committee: 
Armstrong’s, Hammond, Ind. 

Helpful materials will be offered to the jeweler 
through the JIC’s Operation Cherub program— 
materials that can help spell the difference be- 
tween success and failure in a community through 
individual or group action depending upon the 
local situation. These aids include: 

Newspaper advertising: A mat book for jew- 
elers, containing material from diversified sources 
on mountings, diamonds, watches, silver, rings, 
and gold, gold-filled and costume jewelry. 


advisory 


Irving N. Chayken, 


Cherub for windows again available 


Window displays: The famous ceramic cherub 
again will be available. In addition, the large dis- 
play cherub will be offered, an image about 14 
inches high, identical to the small cherub. 

In-store displays; Large, 21-inch die-cut cherubs 
will be available again, in quantity. 

Display cards: Gay, colorful, easel-back display 
cards that tie in with the cherub have been ap- 
proved. 

Window ideas: Can you use window display 
suggestions? The JIC will willingly provide them. 

Radio aids: A variety of half-minute and one 
minute radio commercials will be offered. 

Direct mail: Many direct-mail pieces have been 
suggested to the Council, and certain of those 
suggestions most acceptable to the various com- 
mittees will be ready for use. 

Christmas cards: Actually, pre-Christmas cards 
would be a better description of these cherub- 
covered reminders. They will do much to tie in 
the local jeweler with national Cherub advertising. 

Badges for salespeople; Suitable for use by vir- 
tually all members of your staff, these badges 
bearing the reproduction of the cherub will carry 
the Christmas promotion theme right down to the 
moment of the sale. 

As we've mentioned before, other industries are 
gearing themselves for Christmas. 

But don’t be discouraged. You can start donning 
your armor, too. There’s still time. 

Communicate with the JIC (608 Fifth Ave., 
New York 20, N. Y.) and secure the basic imple- 
ments for your battie with the other industries 
and retail outlets that are after your Christmas 
business. 

You've had the Christmas gift market for years 
without a battle. Let’s see some fighting in ‘56 
to hold on to it—and make it grow. 
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Howard, of Elgin National Watch Co., Elgin, Ul. 


| Vu-Riter Pens 


| Paper Mate Pens 
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TIPS THE SCALES IN YOUR FAVOR 


It carries a lot of weight with a lot of your customers. 
In the course of 13 issues, LIFE reaches 3 out of 5 house- 


holds in the average community.* It pre-sells at the local 


level... prompts more jewelry-buying by more of your 


customers than any other mapazine, 


Feature LIFE-advertised products, ¢ ash in with “Ad- 
vertised-in-LIFE”™ promotions, it pays off handsomely, 


*A Study of the Household Accumulative Audience of LIFR, 


These best-selling items will be 
advertised in LIFE during June 


June 4th 
International! Silver ¢ ompany 
4 pages, color 


Buxton, Inc,—page, color 
Streamlite Luggage 
Ronson Shavers— page 
Bell & Howell Cameras 
Du Jur Ansco Cameras 


Voigtlander Cameras 


page, color 


V2 P&- 

Ya Pe- 
Va Pg-. ©. 
4 page, color 
Craftsman Billfolds—-'\4 page 
Fosta-Grantly Sunglasses— 4 pg, 
Baume & Mercier Watches— 

yy page 
Poole Hollow Ware—'4 page 
lopps Watch Bands— 56 lines 
Crown Luggage—14 lines 


June ith 

Ansco Cameras— paye, color 
Argus Cameras— page, color 
1847 Rogers Bros.— page, color 
page, color 
Remington Shavers-— page, c. 


LIFE’s circulation is 5,714,720 Uanuary 


Zippo Lighters-—-page, color 


Polaroid Cameras-— page 
Ronson Lighters — page 

Revere Camera Co,— lA page, ¢. 
Bell & Howell Cameras—'4 page 
Polaroid Sunglasses—'4 page 
June | 8th 
Argus Cameras— page, color 
pe., c. 
page, color 


Fastman Kodak Cameras 
Holmes & Edwards 
Ronson Shavers— page, color 
Burroughs Adding Machines 
4 page, color 

Bell & Howell Cameras 
Polaroid Sunglasses 

Voigtlander Cameras 


A page 
V4 page 
4 page 


June 25th 
Ansco Cameras 
International Sterling 
Polaroid Cameras— page 
Bell & Howell Cameras 
Polaroid Sunglasses 


page, colot 
page, ¢, 


2. page 
4 page 


March, 1956, 


as filed with ABC, subject to audit) 
LIFE’s weekly audience is 26,450,000 


(A Study of Four Media) 


















































QUALITY AND SERVICE (from page 108) 


‘Tlavs eh” Schwartz's decision were his faith in continuing 

, national prosperity and in the support of manu- 
An ancient facturers and designers. “We will not do business 
with concerns which cannot and do not stand be- 
hind their products,” he says. 

The store has changed location when necessary 
to keep pace with changing conditions. When 
Washington’s Seventh St. deteriorated from its 
status as a carriage trade center, Schwartz’s 
opened a second store on F St. Then, early this 
year, the new F St. store was opened and the two 
smaller stores were closed. 

The new store represents a $200,000 investment 
in the modernization of a four-story building. 
With about one-third more sales space than the 
two previous downtown stores combined, the store 

Nic Keon shut ts diab octet tha features jewelry display on the first floor; the 
brilliant new ‘Florentine’ design. This will “World of Gifts” china, silver and crystal depart- 
* oe eo a rf come ment on the second floor; gem polishing and 

Letina toutes ane tiiiinn Mom Whistia watch repair departments on the third floor, and 
Playing Cards at $7.50 per double deck, a employees’ lounge and restrooms on the fourth 
quality gift item of wide appeal for every floor. 


motif in a 
‘ harmingly 
new 


treatment. 


day it the year And in the years ale ad 


they will he an ever constant reminder of In this store, as well as in the suburban store 
the giver at Silver Spring, Md.. the Schwartz firm works on 

M PLASTIC PLAYING CARDS. INC the principle that customers today are more so- 
95 Madison Avenue * New York 22, N. Y phisticated and know more about jewelry than 
ever before. 

Consequently, the firm’s reasoning follows, the 
jeweler must show his merchandise in the most 
effective — while dignified — manner possible, 
through attractive cases, fixtures and lighting. 
More than ever before, this Washington firm be- 
Regardiess of the gift-r™”” there is a” y . | lieves, the jewelry store must serve as a showcase. 
igh nage et mie we ) The president of Schwartz’s sums up his per- 
Lindley folding box beavtifylly answers ; 4; sonal feeling about the business this way: 
today's moderh giftwore“packaging 4. {7 a “There’s no pleasure in shoddy merchandise or 
requiremedis, There is a complete | : : , : : 
line in white—so tight for every | Wi shoddy business practices. I like the jewelry busi- 
ee gi? oP “f+ ness and I intend to spend my life in it. I want to 
iNlustrated etettf. , | gell the very best, and I think there’s always room 

for a business which refuses to do anything else.” 








SELF-HELP WITH SELF-SERVICE (from page 93) 


in dove gray, to contrast with the color of the pegboard. 

Lanphere has had representative pieces from virtually 

his entire stock on these self-service shelves. Merchandise 

displayed there has included clocks, leathergoods, cos- 

Sp, teat fay ste 4) tume jewelry, electric shavers, picture frames, ceramic 

dishes, \ deep and metal giftwares, cigarette lighters—as well as flat- 
bowie, toys, wre ware and hollowware. 

Lanphere reports that the results of his changeover to 

self-service showed up promptly on the cash register. 


Ve ndley “y don't know that self-service would work quite so 


well in a larger, busier store, where customers are not 


BOX AND / ge 
known to salespeople,” Lanphere says, “but we know our 


1737 West 2nd $t., Merion, indiena| customers, we can trust them, and switching over to self- 
A DIVISION OF MORRIS PAPER miis| service has decidedly improved our business picture.” 
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FIRST QUARTER SALES: Wholesale jewelry sales for the first three months of 1956 were four per cent 
ahead of those for the corresponding period last year, according to a Census Bureau report 
Wholesale sales in general were 10 per cent ahead compared with the same period last year 


WATCHES SMUGGLED INTO BRAZIL: The Brazilian Trade Office has asked the Swiss Government for 
help in stopping the illegal watch smuggling business which brought more than two million 
watches into Brazil in 1953 and 1954. U. S. officials believe that some of the movements smug 
gled into Brazil are later illegally brought into the United States across the Mexican border 


WALTHAM NAMES DISTRIBUTOR: The Waltham Watch Co. announced on May 15 that it had named 
the Hallmark Watch Corp., Chicago, as sole distributor of Waltham watches to the industrial 
catalogue market. Hallmark is currently preparing an ingert for catalogues to be circulated this 
fall, showing the Waltham 1956-57 line 


RETAIL SALES UP: Retail jewelry sales in March were |10 per cent higher than in February, reports 
the U. 5. Department of Commerce 


STOCKPILE NICKEL DIVERTED: About 74.3 million pounds of nickel will be diverted from the govern- 
ment stockpile this year to ease the short supply situation. In the last six months of this year, 40 
million pounds, originally earmarked for stockpiling, will be available for industry. This means 
that slightly more nickel will be available for civilian production if defense needs remain at the 


present level 


WESTINGHOUSE ACCELERATES PRODUCTION: J. J. Anderson, portable appliance division manager 
of Westinghouse, has announced that production of electric housewares, fans and vacuum 
cleaners will be raised to triple the pre-strike volume. Increased advertising expenditures are 


also planned for portable appliances, Anderson said 


CONGRESS TO LOOK INTO WATCH INDUSTRY: The Foreign Economic Policy Subcommittee of the 
joint Senate-House Economic Committee will hold hearings from June 4-7 to determine the ‘‘es- 
sentiality’ of the domestic watch manufacturing industry in case of a delense emergency. Similar 
investigations in other industries are expected to follow 


DIAMOND EXPERT DIES: Dr. William F. Foshag, 62, head curator of the department of geology at the 
Smithsonian Institution, Washington, D.C., died on May 21. Recognized internationally as one of 
the world’s leading authorities on gems, he had co-authored, with Dr. George Switzer, the |C-K 
Annual Report on the Diamond Industry." He was a past president of the Mineralogical Society 

: @ of America 

PROGRAM TO BE STREAMLINED: William Wagner, executive secretary of the NJA, has reported that 
no time will be wasted on ‘airy theories’ at this years convention, to be held in Chicago on July 
29-August 2. Theme of the convention will be: ‘Use the Present to Prepare for the Future.’ A 
seminar on store operation will include every detail of installment selling, Wagner said 


BULOVA BUYS HALF OF GLEASON SHOW: John H. Ballard, Bulova Watch Co. president, has 
announced that the firm has purchased half of the $10 million live “Jackie Gleason Show,” which 
is scheduled to be seen on the CBS-TV network on Saturday nights from 8-9 PM., starting in 
early fall 
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YOU HAVE YOUR CHOICE 
MARSHALLOY «: 












UNBREAKABLE MAINSPRINGS 


Non-Magnetic . . . Fatigue-Proof 
Rust-Proof, White Alloy 


MARSHALLOY 


Guaranteed the finest you can buy. White alloy 
springs of unlimited durability and highest motive 
power. Smoothly polished to a mirror finish. The 
finest unbreakable mainspring. 


$75 er soe 








WATCH-CRAFT 


Quality controlled mainsprings made for superior 
service. Unconditionally guaranteed unbreakable, 
rust-proof and smoothly polished. Quality and 


finish surpassed only by Marsh- $4 so per des 
alloy. | 








LARGEST STOCK OF SIZES IN THE U.S.A. TO 
FIT OVER 3500 POPULAR MAKES AND MOD- 
ELS, REGULAR, AUTOMATIC, AND CHRON- 
OGRAPH, Bulova, Gruen, Longines, Benrus, Etc. 











BOX 7737 





MARSHALLOY 


No. J27070 Marshalley Starter 
System Kit. 2 dozen most used 
sizes with set of index cards 


$11.75 


No. J27074 Marshalloy 2 Drawer 
Stee! Cabinet Add-A-Unit Sys- 
tem. 1 each of 72 most used 
regular sizes. 144 indexes.... 


$45.95 


WATCH-CRAPFT 


No. J27080 Watch-Craft Starter 
System Kit. 3 dozen most used 
sizes with set of index cards.. 


$14.65 


No. J27082 Watch-Craft 2 
Drawer Steel Cabinet Add-A- 
Unit System. 1 each of 72 most 
used reguicr sizes. 190 indexes 


$40.70 











NEWSPAPER MATS 
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C. & E. MARSHALL CO. 


CHICAGO 80, 


Srenches and Distributors in Principal Cities throughout the U. S$. A. 


ILL. 
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Rise in Personal income 
Linked by U.S. Experts 
To Advent of Minimum Wage 


Personal income was at an annual 
rate of $315 billion in March, a hefty 
increase of $1.5 billion over the pre- 
vious month. The spectacular rise 
was due primarily, the government 
says, to the March 1 increase in the 
national minimum wage. 

Government economists completed 
computing the national income rate 
last month just as a Senate Labor 
subcommittee opened hearings on bills 
to extend the minimum wage to some 
retail operations. 

Of the total March increase in an- 
nual wage payments, $1 billion was 
in wages and salaries, and almost al! 
of this was attributed to the increase 
in the minimum wage from 75¢ to 
$1.00 an hour. The other $500,000.- 
000 came from increases in dividends, 
interest, income from proprietorships 
and partnerships, and from rents. 

The Senate hearings on extension 
of the minimum wages brought the 
expected opposing views—unions 
strongly demanding the minimum 
wage law be made to cover retail, 
service, and wholesale employes, and 
retail groups fighting it. Sen. Barry 
M. Goldwater, chairman of the board 
of a Phoenix, Ariz., department store 
bearing his family name, joined with 
businessmen in opposing extension. 

Sen. Goldwater claimed that those 
advocating extension to retailing have 
a “distorted picture” of retailing in 
dustry profits and are ignorant of re- 
tail operations. 

Retail spokesmen, including those 
for the National Retail Dry Goods 
Association, the American Retai! Fed- 
eration, and the Chamber of Com- 
merce of the United States, warned of 
injury to retail employes and con- 
sumers if coverage is extended be 
cause it would bring higher prices. 
They stressed the local character of 
retailing; that control of retail 
wages, if necessary, rests with the 
states, and the fringe benefits retail! 
workers receive which proponents of 
extension ignore. 

The Senate hearings are generally 
believed to be a forerunner of a big 
drive next year to extend the mini- 
mum wage to retail chains and some 
large merchants. 
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Congressional Investigation of ‘Essentiality’ 
Of U.S. Watch Industry To Be Held June 4-7 


Congress will look into the ques- 
tion of the tariff on imported watch 
movements as the first stage in a 
broad investigation of what properly 
constitutes an “essential” U. 5S. in- 
dustry. 

The Foreign Economic Policy sub- 
committee of the joint Senate-House 
Economic Committee will hold hear 
ings June 4-7 at which representa 
tives of the domestic manufacturers, 
U. S. importers and assemblers, eco 
nomic and foreign policy experts and 
other government witnesses will dis 
cuss the tariff question. 

President Eisenhower 
1954 approval of the 50 per cent 
tariff increase on imported watches 
on recommendations from several! 
yovernment agencies that the pre- 
cision skills of the domestic watch 
industry were essential to this coun 
try in a defense emergency and should 
thus be preserved from damage by 
foreign competition. 

Since that time, many other indus 
tries have asked for similar protec 
tion on the same grounds. 

Among the broad questions to be 
probed, a subcommittee official says 
is not only whether other industries 
could make precision parts, but how 
long it would take them to get into 
mass production in an emergency. 


based his 


JIC Issues Display Cards 


The Jewelry Industry Council has 
made available to retail members 
throughout the country 8 x 10 inch 
window display cards promoting 
Father's Day and “Graduation Time.” 
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The father’s day card is in black and 
white and the graduation card is black 
and white on a blue background. 


To date the subcommittee has not 
decided whether it will issue a report 
on the four days of hearings or 
whether this period may be extended. 

Among those who will testify are 
Percy Bidwell, Council eon Foreign 
Relations; Henry David, Columbia 
University professor and executive di 
rector of the National Manpower 
Council; who will appear on June 4. 

The following day, devoted to im 
porters and assemblers, Samuel W. 
Anderson, president of the American 
Watch Association; 5. Ralph Lazrua, 
president of the Benrus Watch Co. 
and Fred Cartoun, chairman of the 
Longines-Wittnaver Watch Co., will 
appear before the subcommittee, 

Representatives of the domestic 
producers, who will testify the next 
day, will include Arde Bulova, chair 
man of the Bulova Watch Co.; Wal. 
ter Cenerazzo, president of the 
American Watchworkers Union; Wil- 
liam MeMorrow, president of the 
Waltham Watch Co.; James G,. Shen- 
nan, president of the Elgin National 
Watch Co.; Arthur B. Sinkler, chair. 
man of the Hamilton Watch Co.; and 
Charles E. Sommers, vice-president, 
Seth Thomas Div., General Time Corp. 

Finally, on June 7, John Coleman, 
president of the Burroughs Corp., 
and president of the U. 8. Chamber 
of Commerce; two presently undesig- 
nated witnesses expert in precision 
manufacturing; and Dr. Arthur 5. 
Flemming, director of the Office of 
Defense Mobilization, will testify. 


Treasury Investigates Upjeweling 


Meanwhile officials of the U. 8. 
Treasury are still concerned over the 
problem of the upjeweling of im- 
ported watch movements and are con- 
vinced that some legislation covering 
this should be passed this year. 

At present, however, they are still 
exploring various ways to satisfac 
torily close what they feel is a loop 
hole in the customs laws in regards 
to upjeweling Swiss watches in this 
country. Their problem, they say, is 
that they want a good tight law to 
close the loophole, but which will not 
penalize importers who are not us- 

(Turn to page 135%) 
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Alabama Jewelers Hold Annual Convention in Montgomery 
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ARJA OFFICERS FOR 1956: Officers of the ARJA for the coming year are 

(seated |-r) Claude Moore, Jr., 1st vice-president; J. L. Hoffman, president; and 

Fred Couch, Anniston, 2nd vice-president. Standing (|-r) are directors Nick Saad, 
Garfield Goodwin, Ben Ash, and J. H. Pitts. 


The ninth annual convention of 
the Alabama Retail Jewelers Associa- 
tion was held at the Whitley Hotel, 
Montgomery, on April 15-16. About 
150 jewelers and representatives 
were registered. 

J. L. Hoffman, of Gadsden, was 
elected president. Other officers 
elected were Claude Moore, Jr., ist 
vice-president; and Fred Couch, 2nd 
vice - president, Retiring president, 
J. H, Pitts, presided at the conven- 
tion. 

Named as directors were J. H. 
Pitts, Alexander City; Ben Ash, 
Birmingham; Garfield Goodwin, 
Bessemer;* Dwight Raff, Talladega; 
George Bewig, Selma; Alvis Wales, 
Scottsboro; A. E. Ferrell, Anniston; 
and Nick Saad, Dothan. 

Among the speakers at the conven- 
tion was ANRJA president, Oscar 
Kind, Jr., whose topic was: “What 
the ANRJA is Doing for the Retail 
Jeweler.” In discussing the activities 
of the association, Kind said that 
jewelers should evaluate the free ser- 
vices they offer their customers in 
connection with the opposition from 
discount hovses. He said that free 
engraving, wrapping and delivery 
added to the jeweler’s overhead and 
should be faced in a realistic way. 

Emanuel Bisher, area representa- 
tive for the Bulova Watch Co., spoke 
on: “Merchandising Watches in 
1956." He discussed the best meth- 
ods available to the jeweler for sell- 
ing brand name watches. 

Harrison Southworth, southwest- 
ern sales manager of the Gorham Co., 
talked on sterling sales and the use 
of statistics to help sales. He men- 
tioned the monthly silver sales chart 
provided by Gorham. 
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Noted diamond authority, Gladys 
Babson Hannaford, spoke on the sub- 
ject: “Diamond Dreams Into Dia- 
mond Dollars.” Using a display of 
cut and rough stones, as well as 
replicas of famous stones, she said 
that the diamond was an awe-inspir- 
ing thing of beauty and should be 
treated with the respect that it de- 
serves. She also said that many dia- 
mond sales were never completed 
through improper sales methods. 

S. L. “Bud” Cantor, sales promo- 
tion manager of the Gold Filled Man- 
ufacturers Association, told the dele- 
gates about the association's program 
and outlined the opportunities that 
retail jewelers have in creating more 
and larger sales through cooperative 
effort and consumer education. His 
presentation was concluded with the 
showing of the association's film: 
“The Gold Filled Story.” 

Kenneth Perrine, Birmingham at- 
torney, acted as moderator of a panel 





PRESIDENT CONGRATULATED: 

Oscar Kind, Jr. (r), ANRJA president, 

congratulates J. L. Hoffman on his 

election as president of the Alabama 

Retail Jewelers Association. Immedi- 

ate past-president J. H. Pitts (1) 
looks on. 


Licensing of Retailers 
Who Handle Trade-ins 
Is Reviewed by Congress 


Congress has under study a pro- 
posal to amend the laws licensing 
second-hand dealers in the District of 
Columbia to exempt jewelers and 
other retailers who handle used mer- 
chandise only as trade-ins. 

A bill, sponsored by Rep. Roy W. 
Wier, D., Minn., would exclude from 
the licensing requirements merchants 
dealing in second-hand merchandise 
when it is only incidental to their 
business. 

At present, all merchants who han- 
dle used goods are required to pur- 
chase a second-hand dealer’s license 
for $50 a year. In addition, all of- 
ficers of a firm must be fingerprinted 
by the police, and detailed daily re- 
ports of used merchandise must be 
made to the police. The bill was made 
principally to apply to pawn shops. 

Among the supporters of the bill at 
recent hearings was Henry H. Bry- 
lawski, executive secretary of the 
Greater Washington Retail Jewelers 
Association. He contended that the 
bill is inequitable, and that the pro- 
visions place an undue and unneces- 
sary hardship on jewelers, especially 
small merchants, who take used mer- 
chandise as trade-ins to sell new 
goods. Jewelers who buy old gold and 
silver would still have to be licensed. 

There is little opposition to the bill, 
so passage is expected. 


Detroit Jewelers Meet 


The monthly meeting of the 
Greater Detroit Jewelers Associa- 
tion was held April 10 at the Calvert 
Catering Co. 

The advertising committee reported 
on the cooperative advertising plan. 
A special attraction was the showing 
of a film of the history and the im- 
portance of credit, made by Dun & 
Bradstreet, called “Credit — Man’s 
Confidence in Man.” 

The board of directors met prior 
to the dinner meeting. 


discussion. Members of the pane! 
were Osear Kind, Jr.; Ben Ash, A. & 
A. Ash, Birmingham; William 
Neville, Whitlock’s Jewelry Store, 
Eufula; John Self, attorney, Hamil- 
ton: and Robert L. Black, Interna! 
Revenue Bureau. The majority of 
the questions, which were put to the 
panel in written form, concerned tax 
problems. 

The convention ended with a ban- 
quet at which Shearon Elebash, 
Montgomery jeweler, entertained the 
delegates with musical comedy 
sketches. All present participated in 
his final number as they sang and 
marched to the tune of “When the 
Saints Come Marching In.” 
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Wisconsin Jewelers Hold 
50th Anniversary Convention 


The 50th anniversary convention 
of the Wisconsin Retail Jewelers As- 
sociation was held April 29—May 1 
at the Hotel Loraine, Madison, 

Business sessions got under way on 
the morning of April 30 with the 
meeting being called to order by vice- 
president C. J. Sauwenbergh. Henry 
Spiegel performed the duties of act- 
ing secretary. 

In the president’s address, Harry 
T. Blum, retiring president, told the 
delegates that the association had 
completed its most successful financial 
year and that the Wisconsin public 
had been saved many thousands of 
dollars in the past year because of the 
association’s aggressive campaign 
against fictitious jewelry advertising, 
fake auctions and other questionable 
practices. 

Other speakers at the April 30 
session were Gordon C. Johnson, re- 
tail sales manager of Madison News- 
papers, Inc., and John C. Reynolds, 
assistant director of the Wisconsin 
Taxpayers Alliance. Johnson said 
that advertising should be considered 
an investment rather than an ex- 
penditure and advised retailers to ad- 
vertise year round with emphasis on 
the right products and the correct 
seasonal buying periods. 

Reynolds said that the fundamental! 
tax problem in the state is finding 
a method to adjust the system of tax- 
ation to finance increasing expendi- 
tures for education, welfare and other 
services. He illustrated his talk with 
a series of charts. 

James 8S. Battles, Association In- 
surance Co?, Milwaukee, spoke on 
“The Progress of Your Association’s 
Insurance Plan.” He pointed out the 
advantages of low-cost association- 
sponsored insurance for jewelers and 
their employees. E. R. Fuchs, Mil- 
waukee, president of the Jewelers 
Mutual Insurance Co., addressed the 
delegates on the topic: “Insurance 
Tailored to the Jeweler’s Need.” He 
traced the history of the company 
which was founded by the Wisconsin 
Jewelers Association many years ago 
and has developed into a highly suc- 
cessful independent organization. 

After a buffet supper at 6:30 p.m. a 
question and answer panel was con- 
ducted by C. J. Cauwenbergh with 
past presidents E. R. Fuchs, S. Dalin 
and R. J. Treiber as panel members. 

The industry seminar continued the 
following morning with talks by John 
E. Lewis, American Fair Trade Coun- 
cil, Gary, Ind., and Robert W. Davis, 
branch manager, Small Business Ad- 
ministration, Madison. 

Lewis spoke on the “Outlook for 
Fair Trade” and said that recent 
decisions against Fair Trade in Vir- 
ginia and Oregon were the first re- 
versals in over a year and that not 
once in 25 years had any fair trade 
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Trifari Contest Winners Honored at Bridal Luncheon 


Trifari, Krussman and Fishel, cos- 
tume jewelry manufacturer, recently 
sponsored a contest in which entrants 
were required to say “Why I'd Love 
to Honeymoon in Monaco.” Winners 
of the contest were Mr. and Mrs. Gor- 
don E. Brown. Mr. Brown is a medi- 
cal student. 





As winners, the Browns received a 
10-day all-expenses-paid vacation in 
Monaco. In addition, Mrs. Brown re- 
ceived a complete wardrobe of Trifari 
jewels, suitable for every costume and 
oceasion. The presentation was made 
at a luncheon at which champagne 
and wedding cake were served. 


SECOND HONEYMOON: Winners of the honeymoon contest sponsored by Tri- 


fari receive their award at a special champagne luncheon. 
Gordon E. Brown; Carl M. Fishel, Trifari president; and Mrs. Brown. 


Seated (i-r) are 
Standing 


(i-r) are Louis Krussman, vice-president and treasurer of Trifari; Tex MeCrary, 
TV and radio commentator; and Carlton M. Fishel, Trifari vice-president. 


act been repealed or weakened by the 
decision of a legislative body. He 
warned the retailers that the ten- 
dency of price cutting is to establish 
a retail monopoly in the area and said 
that merchants with limited resources 
cannot survive in a price-cutting 
economy. He urged retailers to sup- 
port Fair Trade through their state 
and national associations. 

Davis explained that the Small 
Business Administration was estab- 
lished in 1953 because of government 
concern about the health of small 
business. He called special attention 
to the SBA’s pamphlets in the “Small 
Marketeers Series,” and also ex- 
plained some of the features of the 
small loan policy of the administra- 
tion. 

The 50th anniversary banquet with 
a floor show, music and dancing was 
held on the final evening of the con 
vention. 

Moves to New Location 

The law offices of attorney Ben- 
jamin L. Sacks and the offices of the 
Jewelers Association of Greater Chi- 
cago were relocated in Suite 17350, 
Bankers Building, 105 West Adams 
St., Chicago 3, IIL, on May 1. 


joins JC-K Sales Staff 


Oliver E. Haupt, Jr., has joined the 
advertising sales staff of the JEW- 
ELERS’ CIRCULAR- KEYSTONE 
and will cover the New York City and 
New Jersey territory. He replaces 
John W. Wyatt, who has resigned. 





OLIVER BE. HAUPT, IR. 


Haupt was previously associated 
with two trade publications — Food 
Merchanta Advocate and Audio Via- 
ual Guide. 
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Rhode Island and Attleboro Manufacturers Optimistic 





That Fall Lines Will Attract Even Cautious Buyers 


Jewelry manufacturers in the 
Khode Island Attleboro area are 
looking forward to their fall produc- 
tion season with optimism. 

They are basing their conviction on 
two factors. One, that they have 
prepared lines that will attract even 
the cautious buyer. And second, that 
a disappointing spring always means 
a good fall. 

Their spring season has been dis- 
appointing, although employment fig- 
ures do not verify it. Orders for 
spring and summer merchandise came 
in spasmodically. There were periods 
when the factories were rushed. Then 
a lapse would set in and jewelrymen 
hardly knew what to do with their 
workers, Expecting a revival of or- 
ders they held on to their help for the 





Watchmakers As- 
sociation held its 2lst annual conven- 
tion at the Retlaw Hotel, Fond du 
Lac, on April 15. President Alvin F. 
Loose presided at the convention, 

Elected as president for the coming 
year was Tom Armatrong, of Water- 
town. Other officers elected were Al- 
vin F. Loose, Milwaukee, vice-presi- 
dent; Ed. Media, Cudahy, secretary; 
and Connie Kasten, Milwaukee, trea- 
surer, 

Named as members of the board of 
directors were Fred Augustine, Ear! 
Breitzgman, C. R. Christofferson, 
James Greco, Wilbur Guell, Ray 
Kroening, Charles Price, and John 
Smith, 

Alvin Lausehke and Edward 
Griffin, representatives of Handy & 
Harman, Inc., Chicago, refiners and 
dealers in precious metals; showed a 
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most part, resulting in a costly opera- 
tion. 

While the bottom didn’t drop out 
of the market, but rather showed 
many hills and valleys, profits were 
trimmed due to maintaining larger 
staffs than were necessary at times. 

The minimum wage hike effective 
March ist further complicated the 
picture. Manufacturers were not only 
overstaffed in certain periods but 
from March on have had to give wage 
increases to their employees. 

On the whole, employment in Khode 
island and nearby Attleboro and 
North Attleboro stayed within a 
couple of hundred of last year’s to- 
tals, and even surpassed 1955 in the 
beginning of the year. 

Buyers who have visited the area 
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CHECK TESTING MACHINE: Association officers check watch testing and 

demagnetizing devices that were demonstrated at business session. Shown (\I-r) 

are Connie Kasten, treasurer; Alvin F. Loose, vice-president: Ed. Medla. sec- 
retary; and Tom Armstrong, newly elected president. 


film made in the company’s plant. 
Thomas Sprickman, Chicago rep- 
resentative of the Watchmakers of 


Switzerland, showed a film and talked 
on the subject of assembly, dis-as- 
sembly, casing and servicing of Swiss 
self-winding watches. Leo Kohlbeck, 
a Milwaukee jeweler and watchmaker 
also spoke on the same subject. 

William Pillath, Jr., American 
Time Products, Inc., New York, gave 
a technical address and demonstra- 
tion of the new “Watch Master” and 
“Elimag” demagnetizer. Ben Heald, 
secretary-manager of the Wisconsin 
RJA analyzed the value of reporting 
the increasing practice of fictitious 
pricing. 

Social activities included a “get ac- 
quainted” luncheon, a cocktail hour 
and banquet with floor show, prizes 
and dancing. 








early to get a look at the fall lines 
have been in a buying mood. This 
leads to the belief that inventory posi- 
tion at the retail level is good. It 
could lead to volume buying for the 
fall. 

Months of work has gone into the 
new lines. They will be unusually 
colorful, with the black diamond, deep 
colored stones and the new “aurora 
borealis” stones predominating. 

The stones named for the northern 
lights are new in the jewelry field. 
The stone makers use a new foil com- 
position on the back of the stones 
to give a variety of colors to them, 
hence the name “aurora borealis.” 

It also is indicated that tailored 
and semitailored goods will be in good 
demand. In fact, manufacturers say 
their early orders have not been at 
all concentrated, but spread across 
the board generally. 





Government Simplifies Routine 
For Exporting Jewelry to USSR 


Manufacturers of a host of jewelry, 
tableware, and related items are now 
free to export them to Russia and her 
European satellites without special 
permission from the U. 8S. govern- 
ment. 

Under new foreign trade regula- 
tions, some 700 non-strategic items 
are removed from special licensing 
provisions of the export control act. 
Exporters must generally still get 
permission from the government, and 


no shipments may be made to Red 
China. 
Generally, the items freed from 


special export licensing are those for 
which the government has been freely 
yranting licenses in the past, so the 
effect of the change is merely to cut 
red tape. 

Included in the list are: table and 
kitchen glassware; pottery table and 


kitchen articles; precious, semipre- 
cious, synthetic and imitation stones, 
except genuine and synthetic dia- 


monds and all types of jewel bear- 
ings; cutlery; table flatware, plated 
and hollowware; vitreous enameled 
products; silverplated manufactures; 
photographic and projection goods, 
one-day alarm clocks; watches, watch 
movements, and parts; jewelry and 
other personal ornaments of all mate- 
rials except karat gold, platinum, 
and platinum allied metals; jewelry 
findings and specially fabricated 
parts; smoking articles and parts; 
and religious articles. 


U/ill Ann \A/ 'e \A/ 
VV iti Appear in Whos Who 


Chester S. Hubbard, owner of the 
store of the same name at 705 58th 
St., Kenosha, Wis., for 28 years, has 
been selected to appear in “Who's 
Who in Wisconsin,” a pictorial volume 
published annually. 
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More than 140 manufacturers, 
wholesalers and importers have re- 
served space for the 1956 National 
Jewelry Fair, sponsored by the Na- 
tional Jewelers Association. The an- 
nual convention of the association 
and the fair will open on Sunday, 
July 29, at the Conrad Hilton Hotel, 
Chicago, and will close on Thursday, 
August 2. 

The 1956 National Jewelry Fair 
will be the 11th to be held at the Con- 
rad Hilton Hotel. Jewelers from 14 
states adjacent to the Chicago trading 
area attend the convention. 

An innovation at the fair this year 
will be the “Bridal Section” where the 
convention committee has planned to 
offer space to a limited number of 
silver, glass and china houses. Visit- 
ing jewelers will find these firms in a 
compact area on the fifth floor of the 
hotel. 

Held in conjunction with the fair, 
the NJA convention will feature sev- 
eral top-ranking business and educa- 
























NJA Convention and Fair to be Held July 29-August 2 


tional sessions. Planning for the ad- 
vance registration mailing has now 
been completed by William Wagner, 
executive secretary of the NJA. Ad- 
vance registration forms have been 
mailed to jewelers. 

Exhibits will be housed in the ex- 
hibition hall, the lower level lobby, the 
north hall and the Williford Ballroom 
on the third floor. In addition, the 
fifth and sixth floors will be used for 
sample room displays and some firms 
have reserved space above the sample 
room floors in special suites, 

Members of the convention commit- 
tee are Clarence Olsen, Olsen & 
Ebann, Chicago, chairman; Irving N. 
Chayken, Armstrong’s Jewelers, Ham- 
mond, Ind., vice-chairman; William 
Wagner secretary and executive 
secretary, NJA; Fred Simmons, 
Simmons & Clark, Detroit, Mich.; 
Sol Blickman and H. A. Goldberg, 
Cooper’s Inc., Portsmouth, Va., ex- 
officio member and president of the 
National Jewelers Association. 


List of Exhibitors at the 1956 National Jewelry Fair 


Aaron, Samuel, Inc., New York, N. ¥ 

Adams, Williams, Inc., New York, N. Y. 

Allan Co., The, Chicago, Il. 

Altheimer & Baer, Inc., Chicago, II. 

 - Furniture Sales Co., Cleveland, 
io 

American Plastic Co., Hammond, Ind. 

Anson, Inc., Providence, I. 

B. & 0. Chain Co., Providence, R. I 

Baldwin-Miller Co., Indianapolis, Ind. 

Ballou, B. A., & Co., Ine., Providence, R. I 

Bard, J. F., Co., Ine., Chieago, Il. 

Bayer, Pretzfeider & Mills, Inc., New York 

Bell Lamp Mfg. Corp., Chicago, Ill. 

Benrus Watch Co., Inc., New York, N. Y 

Bieler-Levine, Inc., Chicago, Il. 

Braude, Emil & Sons, Ine., Chicago, Il. 

Brown & Gravenson, Ine., New York, N. Y. 

Bulova Watch Co., Flushing, New York 

Cohen, A., & Sons Corp., New York, N. Y. 

Columbia Diamond Rings, Long Island, N. Y 

Crosley Div., Aveo Mfg. Co., Cincinnati, Ohio 

Cuckoo Clock Mfg. Co., Inc., New York, N. Y. 

ween & Sons Jewelry Co., Inc., New York, 


Dennison Mfg. Co., Framingham, Mass 
Dormeyer Corp., Chicago, Il. 
Du-Wal, Ine., River Grove, Ill. 
Electric City Box Co., Buffalo, N. Y. 
Elgin National Watch Co., Elgin, Il. 
Enicar Watch Corp., New York, N ' 
Fairbanks Ward Ind., Inec., Chicago, Il. 
Fantasy of Jewels, New York, N. Y. 
Feature Ring Co., New York, N. Y 
Piddelman, J., & Son, Inc., New York, N. Y 
Flex-Let Corp., New York, N. Y. 
Forestville Clock Co., Ine., New York, N. Y. 
FPorman-Cutler Co., New York, N. Y. 
, S&S. R., Chicago, Il. 
Gemological Inst. of America, Los Angeles, 
Calif. 
Gold Filled Mfgrs. Asen., Attleboro, Mass 
Goodman & Co., Indianapolis, Ind. 
Gruen Watch Co., Cincinnati, Ohio 
Hamilton Watch Co., Lancaster, Pa. 
Harlee Creations, Inc., New York, N. Y 
Heirloom Clock Co., Ine., Paterson, N. J 
Heiss, Oscar Watch Co., Chicago, Il 
Helbros Watch Co., Inc., New York, N. ¥ 
Heller-Tara, Inec., New York, N. ¥ 
Herscovitz, Sam, Co., Inc., Chicago, Tl. 
Hirsch, A., Co., Chicago, Il 
Howard Ring Co., Chicago, Il 
Huye Space Saving Box System, Inc.. New 
Orleans, La. 
Imperial Pearl Syndicate, Chicago, Til. 
Incabloe Corp., New York, N 
International Cultured Pear! Co., Chicago, TIL. 
International Silver Co., Meriden, Conn 
Jewelers Acceptance Corp., New York, N. ¥ 
Jewelers Circular-Keystone, Philadelphia, Pa 
L. & Kahn-—Jacobson Bros. Ine., New 
York, N. Y. 
Karpeles Rosary Co., Providence, n. I 
Katz, Frank M., Inc... New York, N. Y¥ 
Kaycraft Co., Inc., New York, N. Y 
Kirk's Ltd., New York, N. ¥ 
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Korn, Wm., & Co., Buffalo, N. Y 

Kramer Jewelry Creations, Inc., New York, 

K reisler, Jacques Mfg. Corp., North Bergen, 
N. J 


L.M.D. Jewelry Mfg. Corp., New York, M. Y 

Landau, Max, & Co., Ine., New York, N. Y 

Lederer, Vietor E., Co., New York, N. Y. 

Lieber & Lerner, New York, N. Y. 

LIFE Magazine, New York, N. Y. 

Lifton, Harold, Co., Inc., New York, N. ¥ 

Liss, Harry (Severino Jewelry Creations), New 
York, N. ¥ 

Longines-Wittnauer Watch Co., New York, 
N. ¥ 


Luria, L., & Son, Inc., New York, N. Y 

Manhattan Novelty Corp., New York, N. ¥ 

Marathon Company, Attleboro, Masa. 

Marcel Boucher et Cie, New York, N. Y. 

Marhill Co., Ine., The, New York, N. Y. 

Mastercrafters Clock & Radio Co., Chicago, I! 

Meeker Company, The, Joplin, Mo. 

Mele Mfg. Co., Ine., New York, N. Y. 

Milhening, J., Co., Ine., Chieago, Ul. 

Minnesota Mining & Mfg. Co., St. Paul, Minn 

Monarch Watch Co., Inc., New York, N. Y. 

Morris, Norman M., Corp. (Omega Watches), 
New York, N. Y. 

Napier Co., The, New York, N. Y 

New Hermes Engraving Machine Corp., New 
York, i ie 

North American Philips Co., Inc., New York, 

Oneida, Limited, Oneida, N. Y 

Orbros, Inc., Philadelphia, Pa. 

Oriental Metalcraft, Chicago, Il. 

Pakula & Co., Chicago, Il. 

Paramount Wedding Ring Co., Ine., Chicago, 
Il 

Parker-Allen Industries, Ine., Chicago, Il. 

Pennino Brothers, Ine., New York, N. Y. 

Phillips-Buttrick, Ine., New York, N. Y 

Pho-Tak Corp., Chicago, Il 

Polishook, K., & Son Corp., New York, N. Y¥ 

Radio Corp. of America, Camden, N. 

Reich, M. A., & Co., Buffalo, N. Y. 

Remington-Rand, Dealer Sales, New York, 

4 

Remington-Rand Elee. Shaver, Bridgeport, 
Conn. 

Retail Jeweler, New York, N. ¥ 

Robbin Products, Beverly Hills, Calif 

Robinson, Fdward B.. Babson Park, Florida 

Rockwell Silver Co., Meriden, Conn. 

Ronson Corporation, Newark, N. J 

Roth Brothers Jewelry Corp., New York, N. Y 

Sack, H.. & Sons, Brookline, Maas. 

Sarkin, David, Ine., New York, N. Y. 

Savoy Watch Co., New York, N. Y 

Saxton, Inc., West Los Angeles, Calif 

Schick, Inc., Lancaster, Pa. 

Sechwarez, Adolf, & Son, Ince., New York, 
N. ¥ 

Selsi Co., Ine... New York, N. ¥ 

Semeca Clock Co., New York, N. Y¥ 

Sheaffer, W. A., Pen Ce., Fort Madison, lewa 

Shiman Bros. & Co., Inc., New York, N. Y. 


New Celestial Clock Featured 
At International Auto Show 


A new “Celestial Clock” is part of 
the equipment of the “Astrc-Gnome,” 
a futuristic time-and-space automo- 
bile on display at the International 
Automobile Show in New York. 





Made by the Hamilton Watch Co., 
the clock shows the time on 12- and 
14-hour dials and also demonstrates 
the concept of sidereal time, used for 
navigational purposes. It does this by 


means of a hemisphere sky chart 
which revolves counter-clockwise sim- 
ulating the movement of the stars 
about the North Star. 


Many Foreign Buyers Attend 
40th Swiss Industries Fair 


Reports from the 40th annual 
Swiss Industries Fair, held at Basle, 
Switzerland, April 14-24, state that 
13,780 foreign visitors are recorded 
as attending the fair and that the 
total number of foreign visitors was 
about 30,000. 

The business climate was described 
as one of “wary optimism.” Demand 
from foreign countries in the case of 
the watchmaking industry was de- 
scribed as “particularly brisk.” 


Silvereraft Co., Ine., Boston, Mase. 

Speide!l Corp., Providence, KR 

Spreckman, Hy., & Co., Chicago, Il 

Bteteon China Co., Lineoin, Il 

Sunbeam Corp., Chicago, Il 

Tanenbaum, B., & Co., Ine., Buffalo, N. Y. 

Underwood Corp., New York, N. ¥ 

Volupte, Inec., New York, N. Y¥ 

Watchmakers of Switeerland, New York, N. Y 

Waterman Pen Co., Ine., Seymour, Conn 

Welby Corporation, Chicago, I! 

Weastelox (& Seth Thomas Division), LaSalle, 
Il. 

Wiesner, Joseph, Ine., 

Wiesner of Miami, Inc.. Miami Beach, Fla 

Wood, J. h.. & Sons, Ine.,. New York, N. Y 

Patrick Woods (For Hemea & Phillips But 
trick), Chicago, Il 

Wyler Watch Corp., New York, N. ¥ 

Zenith Radio Corp., Chicago, I! 


New York, N.Y 


Late Additions 


A nace, Binghamton, New York, N.Y 

Kh. A. Ballou & Co., Ine., Providence, KR. ! 
Phillipe-Buttrick, New York, N 

Kerman Watch Co., ine., New York, N. Y 
Elgin American Co., Elgin, Ill 

Francis Romeine—[eplays, Cincinnati, 0 
Squire, Ine., Taunton, Maas 

The Vitewe Co., New York, N. Y 
Semen Cloek Co., Ine... New York, ! 
Acero Wateh Co., Ine., New York, 
Raum@old Hros., Ine., New York, 
Atlas Watch Corp., New York, N 
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A. Stowell Co. Team Wins Bowling League Championship 





FOUR-TIME WINNERS: The A. Stowell team chalked up a fourth consecutive 
winning season record. Shown in front row (i-r) are Leland Pearl, John Black, 
captain Marty Walsh, holding trophy, Pat Marino and Paul Hannigan. Stand- 
ing (l-r) are league officers, Edward Durning, Ben Rubin, treasurer; Ear! 
Savoy, president; Philip Barber, scorer; and Frank Horton, secretary. 


Battling successfully, right up to 
the finish, with two other teams of the 
Boston Jewelers Bowling League 
pushing them closely all season, the 
A. Btowell & Co, team won the title 
for the fourth consecutive year. 

The League held ite 33rd annual 
banquet at the Hotel Brunswick on 
April 28, at which time the trophies, 
plaques, and other prizes were award- 
ed to the winning teams and to in- 
dividual bowlers with higher scores. 

At this meeting, Earl Savoy, of 
Shreve, Crump & Low was re-elected 


Merchants Forced to Move 
May Receive Federal Aid 


Merchants and other small busi- 
nesamen forced to move to make way 
for urban renewal projects may be in 
line for federal government assist- 
ance, 

Rep. Barratt O'Hara, D., Ill, is 
sponsoring a measure which would 
give retailers direct federal grants to 
help meet moving costs and federal 
assistance in getting loans to reestab- 
lish their firma. 

The problem of dislocation of busi- 
nesses in redevelopment projects is 
becoming more serious as an increas- 
ing number of cities begin rebuilding 
their older sections. More than 100 
small retail enterprises are being 
forced to move at great sacrifice in 
one Chicago urban renewal project, 
and some 1,100 firms are being pushed 
out in a similar project in New York 
City. 

Federal assistance is now available 
to pay moving and relocation costs of 
residents cleared out of renewal 
areas, but no provision is made for 
businessmen. 
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president of the League; Joe Ball, of 
Thomas Long Co., was re-elected 
vice-president; Harry Sederquist of 
D. C, Percival & Co., was named sec- 
retary, succeeding Frank Horton of 
Jewelsmiths. William Rushton, of D. 
(. Percival Company, was elected 
treasurer, succeeding Ben. Rubin of 
Swiss-American Watch Company, and 
Philip Barber, of Washington Build- 
ing, was re-elected official scorer. 
The Stowell team was first, with 
Shreve, Crump & Low, second; and 
Mahar & Engstrom, third. 


Norman |. Leach, 55, Dies; 
Official of Canadian Group 


Norman J. Leach, 55, general man- 
ager of the Canadian Jewellers Asso- 
ciation, died on May 12. 

Editor of the Trader and Canadian 
Jeweller from 1932 until 1946, Mr. 
Leach left that publication in 1946 
to join the Canadian Jewellers Asso- 
ciation. During his tenure, he made 






320 Manufacturers Exhibit 
At United Jewelry Show 


Fall lines of costume jewelry were 
unveiled by 320 manufacturers at the 
United Jewelry Show which opened 
in the Sheraton- Biltmore Hotel, 
Providence, May 13 and continued 
daily through May 24. 

Held for the wholesaler and jewelry 
jobber, it attracted buyers from al! 
parts of the United States, Canada, 
South America, Mexico and Cuba. 
More than 325 buyers had registered 
on the first two days. 

Exhibitors reported that the visi- 
tors were in a buying mood, and that 
their buying was not concentrated. 
Overall reports on their activities 
indicate that the jewelry manufac- 
turer can look forward to a good Fall 
season. 

It was particularly noticeable that 
the majority of the 168 rooms devoted 
to displays on five floors of the hotel 
were closed most of the time—indicat- 
ing that exhibitors were busy with 
buyers. 

Months of work had gone into 
preparation of the lines. The genera! 
report was that the buyers were 
pleased with the lines and were 
sampling quite broadly. 

The executive committee continued 
its policy of carefully screening ex- 
hibitors prior to the show and of 
using their best efforts to limit the 
show attendance to legitimate whole- 
salers and jobbers. 

Admittance to the various floors 
was by badge with Pinkerton men 
stationed on each floor to make 
certain that only eligible visitors were 
admitted. 


several coast-to-coast trips and has 
been credited with building up the 
membership of the CJA from a few 
hundred to its present strength of 
over 2,000. He was a noted speaker 
at jewelry meetings and conventions. 
Until his death, he was listed as 
honorary editor of the Trader and 
Canadian Jeweller. 

His widow, two son» and two 
brothers survive. 


Jewel Box Manufacturer Moves to New Plant in Utica 


utr 


; : re . 
bibthhen Teeter 
Peet ee 


ey : 
FER, 





Mele Manufacturing Co., Inc., lead- 
ing jewel box manufacturer, has an- 
nounced that its new plant in Utica, 
N. Y., comprising more than 430,000 
square feet, is now in operation. 
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All production, formerly carried 
out in seven different plants, is now 
consolidated in the new factory. The 
New York office and showroom re- 
mains at 366 Fifth Ave. 
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Stones Given by Oppenheimer 
Are Cut by Lazare Kaplan 
For Gemological Institute 


Lazare Kaplan & Sons, 630 Fifth 
Ave., New York, has cut about 50 dia- 
monds, free of charge, for the Gemo- 
logical Institute of America. The 
stones were part of the more than 
1500 carats of rough diamonds that 
were given to the institute by the 
Diamond Corporation through the 
generosity of Sir Ernest Oppen- 
heimer. 

This important acquisition, the Si: 
Ernest Oppenheimer Student Collec 
tion, contained many crystals that 
will provide the institute with an ex- 
cellent selection of stones for diamond 
evaluation and other resident classes 
when they are cut. 





STUDENT 


COLLECTION: §Illus- 
trated here are some of the diamonds 
given by Sir Ernest Oppenheimer tuo 
the Gemological Institute of America 
for use in its diamond evaluation and 
other classes. 


The GIA requested the Kaplan firm 
to cut the stones to give a cross sec 
tion of the types of makes and fin- 
ishes frequently encountered in the 
industry today. 

Further cutting of suitable stones 
continues under the supervision of 
George Kaplan. 


Springfield Store Celebrates 
50th Anniversary of Founding 


J. Ralph Tobin & Son, 204 South 
6th St., Springfield, Il., is celebrat- 
ing its 50th year in the jewelry 
trade. In an advertisement in the 
Illinois State Journal & Regiater, 
proprietors J. Ralph Tobin and J. 
Willard Tobin expressed their thanks 
to their customers for their “continu- 
ous loyal support.” 

J. Willard Tobin was a three-year- 
term winner in the recent Springfield 
school board primary election. 
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New Building Dedicated at Annual Meeting of GIA 
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NEW BUILDING: The Institute's new building, located at 11940 San Vincente 
Bivd., Los Angeles, was recently dedicated in conjunction with the annual meet- 
ing of the board of directors. 


The new building of the Gemologi- 
cal Institute of America, in the 
Brentwood area of Los Angeles, 
Calif., was dedicated on February 27, 
the same day as the 26th annual 
meeting of the board of governors of 
the institute. 

The ceremony was held in the new 
classrooms. Jerome B. Wiss, chair- 
man of the board, introduced H. Pau! 
Juergens as master of ceremonies. 
Plaques in recognition of Beatrice 
and Robert M. Shipley, founders of 
the institute in 1931; the late God 
frey Eacret, sponsor of the institute’s 
first laboratory facilities; and Ed 
ward Wigglesworth, Ph.D., director 
of the GIA Eastern Laboratory in 
Boston until his death in 1945, were 
rededicated. 

Percy K. Loud, former chairman of 
the board, outlined the early strug 
gles of the institute, and Dorothy D 
Smith, secretary, a key 
member of the organization § since 
1932, also spoke of its early days. 

Loud presented the institute with 
a crucifix made of silver and wood 
from the Mount of Olives, Jerusalem. 
Richard T. Liddicoat, Jr., executive 
director, spoke of the aims of the in 
stitute and the principles on which i! 


executive 


was founded; the training of person 
nel for the jewelry industry and the 
maintenance of high standards. He 
also outlined future plans contem 
plated by the GIA staff. 

Jerome B. Wiss, Wiss Sons, Ine., 
was reelected chairman of the board 
of governors. Also reelected were 
Charles D. Peacock, 3rd, C. D. Pea 
cock, Ine., vice-chairman, and Doro 
thy Jasper Smith, secretary to the 
hoard. 

Dr. Edward H. Kraus, dean emeri 
tus of the College of Literature, Sci 
ence and the Arts, University of 
Michigan, was reelected president 
for the llth consecutive year. Charles 
H. Chureh, Church & Co., was re 
elected vice-president, and Fred J 
Cannon, Slaudt-Cannon Agency, was 
reelected secretary-treasurer. 

Members of the board of gpovernors 
for 1956-57 include Jerome B. Wiss, 
Charles D. Peacock, 3rd, J. Lovell 
Baker, Carleton G. Broer, Fred J 
Cannon, Charles J. Church, James G 
Donavan, Myron Everts, Paul & 
Hardy, Frederick 0. Herz, C. I. Jos 
ephson, H. Paul Juergens, Lazare 
Kaplan, William P. Kendrick, John & 
Kennard, Percy K. Loud, William 
Thurber and Leo J Vogt. 
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J. M. Fisher Co. Moves Into New Factory Building 





The J. M. Fisher Co. moved into a 
new factory building in Attleboro, 
Mass., on May 15. The new building 
is modern in design and is engineered 
for efficient production by providing 


a one-floor in-line production layout 
Located in the center of the famous 
Attleboro jewelry district on a four 
acre plot, there is ample space for 
parking and for future expansion 
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Diamond Peacock Club Holds 11th Annual Dinner-Dance 


The llth annual dinner-dance of 
the Diamond Peacock Club at the 
Hotel Somerset, Boston, on April 21, 
was attended by some 450 members 
and guests. 

The head table guests, listed as 
“Our Honored Gems,” included James 
R. Kay, president, Massachusetts & 
Rhode Island Retail Jewelers Associa- 
tion, and Mrs, Kay; Jack C. Sawyer, 
president, New Hampshire Retail 
Jewelers Association, and Mrs. Saw- 
yer; Albert G. Berghahkn, president, 
Providence Jewelers Club, and Mrs. 
Berghahn; Harold W. Barry, presi- 
dent, Diamond Peacock Club, and Mrs. 
Barry; Elleworth W. Read, president, 
Boston Jewelers Club, and Mrs. Read; 
Howard H, Sweet, president, Manu- 
facturing Jewelers and Silversmiths 
of America, and Mrs. Sweet; and 
Martin Freeman, president, Vermont 
Retail Jewelers Association, and Mrs. 
Freeman. 

Richard FE. Moore, secretary of the 
Diamond Peacock Club, was general 
chairman of the event, with Robert A. 
Abbott, Robert H. Hazelton, David B. 
Stewart, Phillip J. Webber, William 
G. Weber, and Oscar Zaff as co-chair- 
men on the dinner committee. Vin- 
cent F, Chapman, C. Edward Cotter, 
Andrew May, and Walter E. Mutz 
served on the reception committee; 
Edwin O. Fish and Leo O. MeKenna 
on the gift committee; and Irving 
Broder and Thomas Finnerty on the 
ticket committee, 

Music during cocktails and the din- 
ner was by Ruby Newman and his 
orchestra. 





CHAFING DISH IS SOUVENIR: 
Elisworth W. Read, president of the 
Boston Jewelers Club, and Mrs. Read 
(1) admire the silver plated chafing 
dish held by Harold W. Barry, presi- 
dent of the Diamond Peacock Club, 
and Mrs. Barry. The souvenir was 
presented to those attending the an- 
nual affair by the Poole Silver Co. 


Following the dinner, presentation 
of an engraved silver cigarette box 
was made to immediate past presi- 
dent of the club, Arthur B. Wright. 

Announcement of the featured gift 
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of the occasion—a beautiful Poole 
Silver Company silver-plated chafing 
dish—-was greeted with much ap- 


plause, specially from the feminine 
recipients. 





CROWDED DANCE FLOOR: Some 

of the 450 members and guests of the 

Diamond Peacock Club are seen on 

the dance floor at the Hotel Somerset 

on the occasion of the group's 11th 
annual dinner-dance. 


Sheppard Elected President 
Of Arkansas Jewelers Group 


Charles Sheppard, Jr., was elected 
president of the Arkansas Retail 
Jewelers Association at the annual 
convention of the group held at the 
Marion Hotel, Little Rock, April 28- 
29. About 125 persons were registered 
at the two-day meeting. 

Other officers elected were Henry 
M. Rainwater, Walnut Ridge, vice- 
president; and C. P. Coats, Batesville, 
secretary-treasurer. 

On the first evening there was a 
cocktail party for the traveling sales- 
men who call on Arkansas jewelers. 
The “Arkansas Traveler Award” was 
presented to Ben Riseman at the 
evening banquet for his many years 
of service to the association. 

The major speaker at the conven- 
tion was Hugo Kohfmel, regional 
vice-president of the ANRJA, who 
addressed the delegates at the lunch- 
eon on the second day. 





Annual Maiden Lane Outing 
To Be Held at Pleasantdale 


The 33rd annual outing of the 
Maiden Lane Outing Club of New 
York will be held at Green’s Hotel, 
Pleasantdale, N. J., the scene of many 
successful club meetings in previous 
years. 

Features of the day’s program will 
include a banquet lunch, a dinner and 
floor show. On the sports program 
will be softball, quoits, handball, ping 
pong, swimming, tennis, golf and 
hoating. 

The committee in charge of ar- 
rangements includes Irwin Kartzner, 
Phil Klein, Seymour Reich, Murray 
Latin, Harry Rosenthal, Al Walden, 
Michael C. Fina, Bert Stern and Ray- 
mond V. Lawrence. 

The program will begin at 10 A.M. 


Helzberg Receives Medal 
At Reception in Paris 


Barnett C. Helzberg, leading mid- 
west jeweler, with stores in Kansas 
City and Independence, Mo.; Des 
Moines and Mason City, Iowa; and 
Kansas City, Wichita and Topeka, 
Kansas, was presented with the 
medal of “La Courtoisie Francaise” 
at a dinner in his honor on April 13 
in Paris, France. 

Sponsors of the dinner were Pres- 
tige Francais and the Master 
Jewelers of France. The medal was 
given for Helsberg’s efforts to 
strengthen friendly and business ties 
between the French and the Ameri- 
can jewelry industries. 

While in Paris he proposed the or- 
ganization of a traveling exhibit of 
historic French jewels through the 
principal cities of the United States. 





RECEIVES MEDAL: Marcel Ranville 
(center), president of Ordre de la 
Courtoisie Francaise, pins the medal 
of the order on Helzberg for his con- 
tribution to Franco-American busi- 
ness relations in the jewelry field. 
Mme. Elisabeth Hijar, director of the 
Edouard VII Theatre in Paris, ap- 
plauds the presentation. 
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Erskine Receives Watch 
From Brodnax Employees 


Albert Russell Erskine, who retired 
as president of George T. Brodnax, 
Inc., 39 South Main St., Memphis, 
Tenn., on May 1, was presented with 
an inscribed watch, on his last official 
day at his office, by Brodnax em- 
ployees. 

Engraved on the watch was the fol. 
lowing: “With affection from Brod- 
nax Employees to Albert R. Erskine 
on his retirement as President May 
1, 1956.” 

Erskine said that the watch would 
be his “constant companion and each 
time I look at it I will be reminded 
of their generous thought.” 


David Friedman, 67, Dies; 
Founded Company in 1913 


David Friedman, 67, past president 
of David Friedman & Sons, manufac- 
turers of jewelry and watch attach- 
ments, at 74 West 46th St.. New 
York, died on May 19. He founded 
the firm in 1913. 

He was a member of the Jewelers 
Square Club and the Jewelry Craft 
Association. He is survived by his 
widow, two sons now active in the 
business, Henry and Lester Fried- 
man, and a third son, Jack Friedman. 


Watch Industry Investigation 
From page 125 


ing the loophole to import 17-jewel 
watch movements at about $3.75 each 
and adding jewels in this country, 
thus escaping a duty of $10.75 each. 

One possibility getting serious con- 
sideration at the Treasury is a re- 
quest for legislation permitting the 
imposition of a $10-a-unit processing 
tax on movements which are up- 
jeweled afterimportation. This 
would permanently close the upjewel- 
ing loophole, but it would also be the 
first time a manufactured import 
would be subjected to an internal tax. 

While the Treasury Department 
seeks a “clean approach” to the up- 
jeweling problem, a bill passed last 
year by the House Ways and Means 
Committee restricting all upjeweling 
lies dormant. If no other solution is 
found, however, department officials 
indicate they will press for congres- 
sional passage of this measure. 

Although the State Department 
has been generally opposed to any 
measure which would further restrict 
trade, it is giving tacit approval to 
the processing tax plan. 

The Office of Defense Mobilization 
has a full review of the essentiality 
of the domestic watch industry under- 
way, with public hearings expected 
soon, and many observers believe the 
subsidy approach will get formal 
recognition when ODM makes its 
report. 
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UJA Gets $645,000 in Pledges At Industry Dinner 
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SHOWN ON DAIS: Shown on the dais at UJA industry dinner are (I-r) Dave 
Kay, Mrs. Roosevelt, Max Jacoby, Milton Weill, Benjamin Lazrus, and Rabbi 


F ried 


The 1956 United Jewish Appeal 
campaign received $645,000 in pledges 
at the jewelry industry dinner held 
May 3 at the Hotel Pierre, New York. 
Max Jacoby, president of Jacoby- 
Bender, chairman, said jewelry indus- 
try contributions would pass the mil- 
lion dollar mark before the comple- 
tion of the drive. 

Mrs. Eleanor Roosevelt, the prin- 
cipal speaker, told the gathering that 
the problem of Israel was not just an 
Arab-Israeli problem but one which 


Associated Credit Jewelers 
Hold Annual Dinner-Dance 


About 300 jewelers, suppliers’ rep- 
resentatives and their wives attended 
the 22nd annual dinner-dance of the 
Associated Credit Jewelers of New 
York and New Jersey, held at the 
Plaza Hotel, New York, on May 6. 

A smooth running program was at- 
tributed to the hard work and effi- 
ciency of the banquet committee, con- 
sisting of Herbert J. Kappel, H. M. 
Abelson and Frank F. Goodman. 

A total of 39 door prizes were 
awarded during the dinner and each 
guest received a banquet souvenir—a 
Waterman cartridge-filled pen. The 
ladies also received an attractive 
compact. 

Entertainment was provided by 
comedian Mort Gunty, who acted as 
M.C.; Betty George, singer, and 
Nicolls and Rene, magicians. 

Seated at the head table during the 
banquet were Mr. and Mrs. M. 8. 
Abelson, Alvin R. Baer, Mr. and Mrs. 
Frank F. Goodman, Mr. and Mrs. 
Harry Levenstein, Mr. and Mrs. Jay 
C. Lighterman, Mr. and Mrs. Leon- 
ard H. Miller, Mr. and Mrs. Simon 
Sunshine, Mr. and Mrs. William 
Wagner and Mr. and Mrs. Mike 
Wilson. 


concerns the whole free world, as 
Israel is “the only area in the Middle 
East in which a democratic form of 
government is understood by the 
government and the people feel that 
life is being made worthwhile.” 

Other speakers were Milton Weill, 
Arrow Manufacturing Co., Inc.; and 
Rabbi Herbert A. Friedman, execu- 
tive vice-president of the national 
UJA. Benjamin Lazrus, Benrus Watch 
Co., and Dave Kay, Jacoby-Bender, 
called the roll of honor. 


Southern Jewelry Travelers 
Announce Plans for Show 


For the first time in several years, 
the Southern Jewelry Show, spon- 
sored by the Southern Jewelry Trav- 
elers Association, will include china 
and glass exhibits as well as jewelry. 

The show is scheduled to be held 
July 15-18 at the Henry Grady and 
Dinkler Plaza Hotels, Atlanta, Ga. 
A cocktail party will be held July 14 
in the Sky Room of the Dinkler Plaza 
Hotel. 

The program will include a banquet 
at which chances will be drawn on a 
free trip for two to Miami and a free 
trip for two to New Orleans. 

Jayne Mansfield, star of “Will Sue- 
cess Spoil Rock Hunter?” is expected 
to attend the show to be crowned 
“Southern Jewelry Queen.” 


Niemeyer Marks 5/th Year 

Albert F. Niemeyer, owner of the 
store of the same name at 1530 Market 
St., St. Louis, Mo., is celebrating his 
57th year in business. He opened 
his first store, when he was 20, on 
Vandeventer Avenue. He's 77 now, 
but says that he is in good health and 
has no idea of retiring. 
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Executive Appointments 








Ernest G. Keuter jas been elected 
president of Leys, Ciristie & Co., Ine., 
importers of “Orienta” cultured 
pearis and makers of cultured pear! 
jewelry. Before joining the firm, ae 
general manager, he was associated 
with Mermod-Jaccard-King Jewelry 
Co., Bt. Louis; Nieman Marcus, Dal. 
las; and Marshall Field, Chicago. 
Most recently, he served as manager 





ERNEST G. REUTER 


and buyer for the jewelry, silverware 
and watch and clock departments at 
John Wanamaker, N. Y. 


Albert ©, Lundin has been named gen 


Excise Tax Committee 
Proposes No Tax Relief 
On Diamond Trade-Ins 


In a recent summary of decisions, 
the congressional Subcommittee on 
Excise Tax Technical and Adminis 
trative Problems, no recommendation 
was made for the elimination of the 
multiple federa!l retail excise tax on 
diamond trade-ins, according to an 
announcement by the Jewelry Indus- 
try Tax Committee 

The subcommittee, chaired by Con- 
greseman Aime J. Forand, Dem., R. I., 
held hearings last October on various 
problems connected with excise taxes. 
The Jewelry Industry Tax Committee 
appeared before the subcommittee at 
that time to appeal! the elimination of 
the multiple tax on a diamond that is 
purchased and then traded-in for a 
more valuable piece of jewelry. In 
such a case, the customer has to pay 
the tax on both transactions. 

The Treasury Department strongly 
opposed all changes that would re- 
duce revenue and argued that relief 
of the multiple tax on diamond trade- 
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eral manager of the Evans Case Co., 
makers of handbags, cigarette 
lighters, compacts and table smoking 
sets using ceramics and metal. He re- 
places Robert J. Reilly. Lundin 
served as vice-president and trea- 
surer of Evans from 1945 to 1948. 
Subsequently he became president of 
the Taunton Pearl Works and later 
management consultant to the Robert- 
son Paper Box Co. and the Texas 
Power and Light Co. 


Ben Leffert has been appointed a vice- 
president of the Helbros Watch Co., 





BEN LEFFERT 


New York. He has been a sales rep- 
resentative for the firm for many 
years, 


ins was, in effect, a reduction of tax. 
Treasury officials also claimed that 
the trade-in tax problem was not pe- 
culiar to the jewelry field, but was 
equally applicable to other industries. 
Relief could not be granted to the 
jewelry industry without granting it 
to others, Treasury officials said. 

The subcommittee recommended 
changes in the application of the tax 
on uncut or unpolished materials 
used by hobbyists. Excise tax reduc- 
tions, as such, were not within the 
scope of the hearings. 

The decisions of the subcommittee 
will be considered by the full Ways 
and Means Committee. The recom- 
mendations will probably be accepted. 


TEE eae 


Heinemann’s of Springfield 
Opens Second Store 


The Thomas FE. Heinemann store, 
723 North Grand Ave., East, Spring- 
field, Ill., opened a second store at 209 
South 6th St., recently. 

Store executives include Lee Cer- 
nich and Thomas Heinemann, co- 
owners, and Hugh Loeb, repair de- 
partment manager. 





Basis Watch Corp. Opens 
New York Sales Office 


The Basis Watch Corp., Tecknau, 
Switzerland, leading manufacturer of 
one-jewel watches, has established a 
sales office at 522 Fifth Ave., New 
York. 

Emil Radelfinger, vice-president in 
charge of sales and styling, visited 
the U. 8. in connection with the new 
office; to study the long range possi- 
bilities for imported one-jewel 
watches and to observe styling re- 
quirements in the low-priced field. 

Radelfinger held a press conference 
on April 25 at the Plaza Hotel, New 


Y ork. 


Dallas Store Checks Diamond: 
Third Largest Found in U. S. 


Mrs. Arthur L. Parker, Dallas, 
Texas, who found a 15.3 carat dia- 
mond near Murfeesboro, Ark., on 
March 4, took her discovery to the 
Arthur A. Everts Co. jewelry store, 
1615 Main St., Dallas, to have it 
tested, weighed and measured. 

Frank Everts, vice-president of the 
firm, certified the stone, christened by 
the governor of Arkansas as the 
“Star of Arkansas,” after it had cut 
a ruby and could not be marked by a 
hardness-testing tool. 

Measurements of the stone revealed 
that it was 1% inches long, 9/16 of 
an inch wide and % of an inch thick. 
The stone, clear and blue-white in 
color had the true “oily” feel of a 
diamond, Everts said. 




























EXAMINES STONE: Frank Everts, 

vice-president of the Arthur A. 

Everts Co., Dallas, Tex., examines 

15.3 carat diamond found by Mrs. 

Arthur L. Parker (r) near Murfrees- 

boro, Ark. Stone has been insured for 
$15,000. 


The stone will be displayed by the 
Everts store until it is cut by the New 
York firm of Schenck & Van Haelen, 
Inc. In charge of the cutting will be 
Harold Branch, who said that the 
diamond would be cut in an oval 
shape and will weigh about seven 
carats after cutting. He described the 
stone as one of “exceptional quality” 
with no flaws. 

Mrs. Parker has no ideas of selling 
the diamond. 
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Washington Jewelers Group 
Requests FIC Hearing 
On Diamond Rule Revision 


The Greater Washington Retail 
Jewelers Association seeking to 
get the recently promulgated “Trade 


1s 


Practice Rules for the Diamond In- 
dustry” amended so that the words 
“perfect” and “flawless,” when used 


to describe a diamond, mean the same 
thing. 

The association has asked the FTC 
for a hearing with a view to amend- 
ing Rule Four which defines the 
words as differing in meaning when 
used to describe diamond quality. 

In a letter to the FTC, Henry H. 
Brylawski, executive secretary of the 


Football and Shoe Presented 
To Hero of Rose Bowl Game 


In the 1955 Rose Bowl game 
tween Michigan State University and 
the University of Southern Cali- 
fornia, Dave Kaiser saved the day for 
the Michigan squad by kicking a field 
goal during the last seconds of the 
game and breaking a 14-14 


deadlock. 


be 


score 





RECEIVES TROPHY: Dave Kaiser, 

1955 Rose Bowl! hero on the Michigan 

State squad, is presented with gold- 

plated memento of the occasion—the 

actual ball, shoe and tee that won the 

game for Michigan in the last sec- 
onds of the game. 


His feat was all the more remark 
able because it was a 41-yard field 
goal kicked from an angle. 
Final score was 17-14, and Kaiser be- 
came the hero of the day. 

A retailer from Kaiser's home 
town of Alpena, Mich., sent the shoe, 


oblique 


ball and tee used by Kaiser to the 
Bron-Shoe Co., 269 East Broad St.. 
Columbus, Ohio, where they were 
plated with 14-karat gold and 


mounted on a walnut plaque. 
The trophy was presented to Kaiser 
recentiy at a banquet in Alpena. 
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jewelers association, said that it has 
been an industry practice to use the 
two words synonymously to describe 
a diamond that free from flaws, 
cracks, carbon spots and other blem- 
ishes. He said that the words had not 
only been used interchangeably in the 
industry, but hhad also been treated 
as synonymous by the public, papers, 
magazines, booklets, trade publica- 
tions and other media. 


is 


Brylawski also said that previously 
the American Gem Society had placed 
even higher connotation on the 
word “perfect.” In a “Guide for Re 
tail Advertising,” just published, the 
Association for Better Business Bu- 
rueas lists the American Gem Socie- 
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ty's definition of the word “flawless” 
and the FTC's previous definition por 
the word “perfect” as essentially the 
same as the present definition of tie 
word “flawless.” 

Brylawski concluded by saying: 
“The broadening of the definition of 
the word “perfect” to include proper 
cut and good color is a needed protec 
tion to the public: It is in accordance 
with usage long in effect in many) 
reputable retail stores.” 

“However, the placing of different 
meanings on the words “perfect” and 
“flawless,” after many years of syn 
onymous will confound the gen 
eral public and open the doors to 
understanding and 
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ANRJA Announces Program 
For 51st Annual Session 
To be Held August 26-30 


Plans for the 1956 annual conven- 
tion of the American National Retail 
Jewelers Association are nearing 
completion, according to a _ report 
from Charles M. Isaac, executive 
vice-president. 

The convention, which drew an at- 
tendance of 14,017 people last year, 
will be held at the Waldorf-Astoria 
Hotel, New York, from August 26-30. 


total number of exhibit spaces that 
had been sold was 309 and that 52 
display spaces had been reserved. 

Speakers on the second day of the 
convention will include Stahri Ed- 
munds, Ford Motor Co.; Oscar K.ind, 
Jr., ANRJA president, and James M. 
Rudder, chairman of the Jewelry In- 
dustry Tax Committee. 

Speakers the following day will in- 
clude A. W. Lewin, president of 
Lewin, Williams & Saylor, inc., New 
York; Walter B. Jaccard, chairman 
of the board, Jewelry Industry Coun- 
cil, and William Kendrick Ewing, 
William Kendrick Jewelers, Louis- 
ville, Ky. 





Isaac said that as of May 10, the Scheduled to speak the next day, 
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From East and West 
From North and South 
come shipments of 


precious metal Scrg, 





IT IS REPEAT BUSINESS from satisfied jewelers who know 
from experience that they get the maximum returns for their 
scrap, unsaleable merchandise, sweeps, polishings and sink settlings. 


HOW ABOUT YOU? Have you compared Goldsmith's facilities 

(acres and acres of special buildings and equipment), experience 

(89 years of refining know-how), and record (completely 

satisfactory service year after year, decade after decade 

come war, come peace, come lean times or booms)? 
Promise yourself to ship Goldsmith next time; 
make the change that will prove 
permanently satisfactory to you. 
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SMELTING 4&2 REFINING CO 


111 N. Wabash Ave., Chicago @, lll. > 74 W. 46th St., New York 36, N.Y. 
DETROIT + OCAKLAND 
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August 29, are George A. Fine, past 
president, Diamond Manufacturers 
and Importers Association; William 
5S. Preston, Jr., F. J. Preston & Son, 
Burlington, Vt., and Alvin Levine, 
Foote, Cone & Belding, Inc., New 
York. 

On August 30, reports of the secre- 
tary, treasurer, executive vice-presi- 
dent and various committee chairmen 
will be heard. That evening, the as- 
sembly, annual banquet, entertain- 
ment and dancing will take place. 


Barr’s Receives Citation for 
‘Operation Cherub’ Cooperation 


Barr’s Jewelers & Silversmiths, 
1112 Chestnut St., Philadelphia, Pa., 
was recently presented with a cita- 
tion plaque of achievement by the 
Saturday Evening Post for its con- 
tribution to and cooperation with the 
“Operation Cherub” promotion spon- 
sored last year by the Jewelry Indus- 
try Council. 





Myer B. Barr (1) president of Barr's 


Jewelers & Silversmiths, receives 

plaque from Jesse Bellew, retail mer- 

chandising manager of the Saturday 
Evening Post. 


During the promotion, the store 
ran 28 full pages of advertising and 
a special roto section in Philadelphia 
newspapers tieing-in with the national 
“Operation Cherub” campaign in the 
Poat. 


20th Costume Jewelry Week 
To be Held in Paris in Fall 


The 20th Costume Jewelry Week, 
fall session, will be held at the show- 
rooms of the Grand Magasins Reau- 
mur, Paris, France, September 17-24. 

More than 260 French manufactur- 
ers will display their latest costume 
jewelry products at the week-long 
showing. 

Those interested in obtaining fur- 
ther information, may get it by con- 
tacting the French Commercial Coun- 
selor, 610 Fifth Ave., New York, or 
the Chambre Syndicale de la Bijou- 
terie de Fantasie et de |’Orfevrerie, 
10 rue Charlot, Paris 3e, France. 
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The Mido Watch Co. has announced 
that its New York headquarters has 
been enlarged to include the adjoin- 
ing suite of offices. A Mido official 
stated that the expansion will enable 
the company to better serve their 
growing U. S. watch business. 


Alex Sheldon, owner of the Ambassa- 
dor Cutlery Manufacturing Co., 398 
South St., Newark, N. J., recently re- 
turned from his annual European 
buying trip in search of interesting 
and unusual items to add to the firm’s 
line of sterling cutlery and serving 
pieces. 


The New York State Watchmakers 
Guild will hold its annual convention 
at the Palatine Hotel, Newburgh, 
N. Y., on June 9-10. The Hudson 
Valley Watchmakers Guild will be 
host for this year’s convention. 


Black, Starr & Gorham, Inc., Fifth 
Ave. and 48th St., has opened a new 
gift shop on its fourth floor. Fea- 
tured in the completely redecorated 
department are brassware, crystal, 
wooden boxes, platters and salad 
bowls in natural and painted finishes, 
ceramics, pewter and figurines. 


Joseph Flum and Irving Piontak, the 
Florn Co., manufacturers and import- 
ers of leather travel clocks, 1261 
Broadway, have left on a visit to 
their European suppliers. 


Staiger & Sons, manufacturing jewel- 
ers and dealers in diamonds and pre- 
cious stones, 527 Fifth Ave., cele- 
brated the 50th anniversary of the 
founding of the firm on May 1. An 
entry in the firm’s day book, dated 
May 1, 1906, reads: Christopher 
Staiger, William E. Staiger and Hugo 
M. Staiger started business this day 
and invested cash as follows .. .” 


The Nassau-Suffolk Jewelers Guild, 
of Long Island, will hold its annual 
dinner-lance June 10 at the La- 
Grange Hotel, Babvion, L. IL. The 
following officers will be installed at 
that time: Bob Spink, H. L. Smith 
Co.. Farmingdale. president: Roger 
Kaller. Kaller’s Jewelers. Riverhead, 
vice-president: Mrs. H. Kraft, Kraft 
Jewelers, Hicksville. secretary, and 
William Sude, Manhassett Jewelers, 
Manhassett, treasurer. The following 
directors will also be installed: 
FE. Haue. H. Kraft, E. von der Heydt, 
F. Stadtmuller, 1. Ross. FE. Barron, 
R. Rosenblatt and L. Davis. 


Rernard Landau, gem and precious 
stone importer at 608 Fifth Ave., has 
returned from a five-month air trip 
around the world with Mrs. Landau. 
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Their itinerary included the gem mar- 
kets of Ceylon, India, Thailand and 
Burma, the ruby mines in Mogok, 
vacations in Hong Kong and Honolulu 
and a trip across Japan. 


Harry Burke addressed the Greater 
New York GIA Study Group on May 
15 at the Roosevelt Hotel on “The 
Buying and Selling of Antiques.” 
Burke’s presentation was the result 
of many years of antique dealing and 
collecting of objets d’art and antique 
jewelry. 


The Harman Watch Co., makers of 
fashion watches, has announced that 
it moved its offices and sales rooms to 
new quarters at 10 East 38th St., on 
May 1. Previously the firm was lo- 
cated at 22 West 48th St. 


Reuben N. Popkin, diamond importer, 
580 Fifth Ave., recently left on a buy- 
ing trip to the European diamond 
markets. 


Dr. Arthur L. Rawlings, past-presi- 
dent of the Horological Society of 
New York, demonstrated his new elec- 
trically driven watch at the May 7 
meeting of the association at the 
Capitol Hotel. 


Charles H. Hone is now associated 
with Gutenstein Brothers, 18 East 53 
St., New York. He will continue to 
specialize in repair and special order 
work for the trade. For many years 
Hone was associated with Cartier, 
Inc., New York, and Durand & Co., 
Newark. 


Harold Rapp, certified master watch- 
maker, and Max Schwartz, technical 
director, both of the Bulova Watch 
Co., showed movies on hairspring and 
a number of 35 mm slides at the 
May 8 meeting of the Watchmakers 
Association of New Jersey held at the 
Irvington House, Irvington. It was 
announced that the state convention 
and annual dinner-dance would be 
held on October 21 in conjunction 
with the South New Jersey Guild. 


Henry L. Lambert, chairman of the 
New York Board of Trade, announced 
that the first recipient of the Mer. 
ecantile Award, presented by the 
hoard, would be Bernard F. Gimbel, 
chairman of the board, Gimbel Bros. 
Ine. The presentation was scheduled 
to take place on May 24. 


Opens New Store 


Guyford G. Daut announced plans 
to onen a new store in Wilton, Iowa. 
on May 1, 








NECKLACES and EARRINGS 
at attractive prices 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 





Unusual Gems 
Meme Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 34, N. Y. 
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ENCRUSTERS 


Stone Seal Engrovers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 36, N.Y, 
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Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 
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LEYS, CHRISTIE & CO., INC. 


46 Nossau S., New York 








Needn't be an ANIMAL lover 


to find these of the utmost interest in the 
coming months 

Created in Sterling, they are ‘'/; 
cliow your customers to wear 
erence in discreet good taste 


tell end 
their pref 


Either as lapel ornaments or tie tacks at 
44.00 per doren 

Also avaliable as earrings at $15.00 per 
doien 


Send for Literature 


LEONORE DOSKOW, INC. 


MONTROSE NEW YORK 
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WATCH REPAIR 


Dependable * Fast + Economical 





Cooper s Watch Repair Co. 
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Charles W. Oakford, 84, chairman of 
the board of J. E. Caldwell & Co., 
Chestnut and Juniper Sts., Philadel- 
phia, died on April 25. Mr. Oakford 
started with the firm as a stock clerk 
more than 50 years ago and later be- 
came a salesman. For many years he 
was manager and buyer of the silver 
department. In 1919 he became a 
general partner in the business and 
when the company was incorporated 
in 1933 he became president. He be- 
came chairman of the board 10 years 
later. An expert on sterling he made 
many trips to Europe in search of an 
tique items, Two sisters survive him. 


Simon Immerman, owner of the 
5S. Immerman jewelry store, 1804 
North Vermont Ave., Los Angeles. 


Calif., died April 6 at the age of 67. 
He was a native of Russia. He is sur- 
vived by his widow, Mrs. Rebecca Im- 
merman, two daughters, four sisters 
and a brother. 


Harold R. Turner, 55, jeweler at East 


State St., Sherburne, N. Y., died 
April 3. He is survived by his widow, 
Mrs. Elizabeth Turner, a daughter, 


three sons and a brother. 


Joseph W. Neuer, 61, co-owner of 
Senn & Neuer, jeweler and special! 
order manufacturer, 338 Superior St., 
Toledo, Ohio, died April 19. His 
widow, Mrs. Lilian Neuer, his mother, 
a sister and a brother survive. 


William Weller, Sr., 72, owner of the 
Weller & Son jewelry store, Wiscon- 
sin Rapids, Wis., died April 5. Two 


daughters and four sons survive. 


Adam A. Hartmann, 94, for 57 yea; 

a jeweler in Toledo, Ohio, died Apri! 
26. Born in Germany, Mr. Hartmann 
came to Toledo 57 years ago and be 
came a manufacturing jeweler. The 
Hartmann firm began in the Chambe 
of Commerce Building at Summit St 
and Madison Ave., and is now located 
at 412 Madison Ave. Surviving are a 


son, Arthur, and a daughter, Alra 
Hartmann, who have operated the 
store since their father’s retirement 


IS years ago. 

Fred Markman, owner of the 
sale jewelry firm of the same name 
at 220 West 5th St.. Los Angeles, 
Calif., died April 19 at the age of 68. 
He is survived by his widow, Mrs. 


whole 


Ruth Markman, a daughter, a brother 


and four sisters. 

Robert J. Wenrich, 66, the 
store of the same name in Newmans 
town, Pa., died on April 17. Survi- 
vores include his widow. Mrs. Edna 
Wenrich: two sons and two sisters 


John I. Parker, 61, the 
Parker Jewelry Co., ring manufactur 


owner of 


owner of 


ers, 812 Olive St., St. Louis, Mo., died 
April 14, 
widow, Mrs. 
daughter. 


his 
Parker, and a 


Survivors include 


Ruth B. 


EK. R. Matters, 89. who operated the 
Matters Jewelry Store, Neosha, Wis., 
for 69 years, died April 20. The store, 
founded in 
his son, Kenneth Matters. 
vived by his widow, Mrs. 


1888, is now operated by 
He is sur- 
Naomi! Mat 


ters, two sons and a sister. 


~~ 
‘ 


Philip F. Tishman, 5 
of Bam’s, Inc., credit jewelry concern 
at 311 East Broad St., Va., 
March 4. He is his 
Mrs. Claire 
son and two sisters. 


, Vice-president 


tichmond., 
died survived by 


widow, Fox Tishman, a 


Sydney A. Cohan, 43, owner 
ner with Maurice Stein of the Stuart 
tehoboth Beach, 


St. Petersburg, 


and part- 


Kingston Gallery, 
Del., died April 2 in 
Fla. He 


jewelry stores in Salisbury, Md., 


was also a partner in two 


and 


Milford, Del. He is survived by his 
widow, Mrs. Marian Cohan, and two 
sons. 


Sidney X. Davis, 54, credit and sales 
manager of Davidson & Sons Jewelry 
Co., 20 West 47th St., New York, 
manufacturer of birthstone rings, died 


on May 7. He was chairman for this 





DAVIS 


SYDNEY X. 


year of the Jewelry Credit Group of 
the New York Credit and Financial 
Management Association, an affiliate 
of the National Association of Credit 
Men. He is survived by his widow, 
Mrs. Dorothy Davis, and a daughter. 


Edward Weinschenk, 82, midwest and 
southern representative for Morris 
Kaplan & Sons for the past 35 years, 
died on May 3rd. Mr. Weinschenk 
was also associated with O. J. Som- 
mers & Co. for 10 years and before 
that with the Ollendorff Watch Co. 
for over 25 years. 
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A group of watch repairmen from the 


Greater Boston area, along with 
others from Lowell, Bedford, Con- 
cord, Framingham, and Waltham, 


met on April 12 with plans for form- 
ing a Watchmakers’ Guild. It was 
the opinion of those present that such 
a guild was needed to bring together 
at frequent intervals those interested 
in the betterment of all phases of 
watch-making, the exchange of ideas, 
and a discussion of mutual! problems. 
At this initial meeting, it was decided 
to hold an organizational meeting on 
May 15 at the Waltham School of 
Watchmaking at the Waltham Watch 
Company’s plant. 


Henry P. Zeininger, 811 Washington 
Building, has just received another 
patent on his “Diamondscope,” along 
with two patents still “pending” on a 


method for visually indexing the in 
trinsic color of a diamond in a color 
photograph, the latter made in con- 
junction with the Munsell standard 
color charts. 


The A. Stowell Co., whose team of 
bowlers won the Boston Jewelers 
Bowling League silver trophy bowl 
for the fourth year running, displayed 
the trophy in the show window, and 
plans were under way by the manage- 
ment to hold an appreciation dinner 
early in June at the Hotel Bellevue. 
Sandler's, Inc., jewelers of Newbury- 
port, Mass., planned to move to a 
new and larger store about June 1. 


Frank “Sully” Sullivan, of the Jean 
P. Howes Company, Keene, N. H., 
took part recently in the Lions Club 
annual show there. 


Robert Parker, of D. C. Percival Com- 
pany, 2nd floor Jewelers Building, 
was among those attending the New 
York State jewelers convention in 
Syracuse, N. Y., recently. 

The dozen or so women employes of 
the D. C. Percival Company, 2nd floor 
Jewelers Building, tendered a fare- 
well dinner at China House on April 
30 to Mrs. Mary DeMilo, of the 
jewelry department, who is leaving 
the firm. 


John T. Berry, Peabody, Mass., has 
remodeled his jewelry store, and has 
built a balcony in the rear of the 
place to be used exclusively for watch 
repair work. 


The firm of Caldwell-Sikes, optome- 
trists, who had occupied Room 4032 
Washington Building, moved recently 
to the seventh floor, and Barry & Ep- 
stein, 400-402, plan to enlarge to in- 
clude Room 403. The latter firm has 


vacated ita stockroom, Room 417. 
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Joseph Gann, Inc., 404-407 Washing- 
ton Building, are giving up a stock 
room in another location, and will oc- 
cupy Room 417, vacated by Barry & 
Epstein, about the middle of June. 
Plans are under way to expand the 
office and salesroom, and to 
rate and install air conditioning. 

John Mitchell, of Goodfellows, Jewel- 
ers, Barre, Vt., is back at his store 
hospitalization. 


redeco- 


following recent 


John T. Baker, jeweler of Middlebury, 
Vt., has just remodeled his store, in- 
stalling new jewelry and silverware 
wall cases. 

H. J. Greenwood, Newport, N. H., has 
recently remodeled his store, install- 
ing new wall and show cases. 


S. M. Nathan, Inc., Fitchburg, Mass., 
has adopted a new method of stone 
ring display, with the whole window 
devoted to birthstones of the year, 
displayed individually by months. 


Robert Freeman, and Mrs. Freeman, 
son and daughter-in-law of Harry 
Freeman, of Hart’s Jewelry Company, 
Quincy, Mass., opened a new studio 
in nearby Braintree, where they are 
featuring custom-made gem pieces 
for ladies’ jewelry and for jewelry 
hobby-crafters. 

Louis June recently took over the 
store of Herbert EF. June, in Danvers, 
Mass., and has changed the decor. 


Pilgrim Jewelry, 159 Washington 
Street, Boston, which recently doubled 
the size of the store, held a formal 
opening in May. 

Soucie’s Jewelry Store, Pittsfield, 
Maine, moved recently into a new and 
larger store nearby the old location 
on Main Street. 


Paul's Jewelry, Inc., Portland, Maine, 
has been busy installing a new store 
front, and it was expected that it 
would be ready about June 1. 


John 8S. Kennard, of Kennard & Com- 
pany, Boston, is still confined to his 
home at 7 Charles River Square, fol- 
lowing a recent heart attack. 


Clarence H. Dana, jeweler of St. 
Johnsbury, Vt., has just enlarged his 
store and added to his sporting goods 
department. 

“Vinny” O'Neil, operator of the Vin- 
cent O'Neil Jewelry Store, South Bos- 
ton, moved on May 15 from 312 West 
Broadway to 619 East Broadway, a 


more modern store in a better loca- 
Lion. 

Harold Wells, of Mar Wel Jewelers, 
Somerville, Mass., was recently 


elected as City Assessor of Somer- 
ville. 
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TO THE TRADE 


LEHMAN BROTHERS SILVERWARE CORP. 
197 Grend H., N.Y.C. 
Wishes to inform the jewelry industry-—their 
plant is again in operation after setiling a 
recent labor situation 
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IMPORTERS FOR: 
JEWELERS * MANUFACTURERS 
WHOLESALERS + DEALERS 


William & Sidney Spector, Inc. 
665 Fifth Ave., New York 22, WLY. 


PLazo 3-2032-3 
JAPAN BRANCH: 


7% 6ichigochi, I-chome, Shibe Keen, 
Mineto-Ku, Tokyo, Japon 
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THE LIFETIME CO. 

119 Edison Pi. Newark 6. HOU 
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D. JACOBS SONS CO. 
325 E. Central Pkway. 
Cincianati 2, Ohie 





“Serving you since 72" 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 
Members 


AMERICAN GEM SOCIETY 
julius D. jacobs, |r Cert. Gemologist 
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“Dave” Beck, manager of Kay 
_ Jewelry Company, 594 Washington 
Street, Boston, is back at the store 


after being hospitalized. 


| Jack C. Sawyer, Jeweler of Laconia, 


'N. H., 


and president of the New 
Hampshire Retail Jewelers Associa- 


_ tion, was released from the hospital, 
where he had undergone an opera- 
| tion, on the afternoon of the Diamond 


Peacock Club banquet which he at- 


| tended with Mrs. Sawyer. 








Gordon Crozier, operator of Scituate 
Jewelers, Scituate, Mass., carried an 
attractive window display recently 
centered around the 5.8. Etrusco, 
which had gone ashore there on 
March 24, 1956. 


John Saccon, jeweler of Salem, Mass., 
installed two new show windows in 
his store during April. 


John Nelson, salesman with Swart- 
child & Company, 502-505 Washing- 
ton Building, is convalescing at his 
home following an operation. 


Eugene Sanger, of Sanger & Co., 509- 
511 Washington Building, is still con- 
valescing at the Osteopathic Hospital, 
Jamaica Plain, and is now getting 
around with the aid of crutches. 


A fire at the Malden Watch Hospital, 
521 Main Street, Malden, Mass., on 
April 22 destroyed a large electric 
sign, where the fire apparently 
started. 


Harold Gorman, jeweler of Marble- 
head, Mass., hospitalized with a sec- 
ond heart attack, has been confined 





to the Mary E. Alley Hospital in 
Marblehead. 


Mrs. Effie E. Nagel, formerly with 
Harry Heller & Son, and with J. 
Rockman, Washington and Jewelers 
Buildings, is recovering well from an 
accident in which she broke both legs, 
and is now convalescing at her home, 
1568 Commonwealth Ave., Brighton, 
Mass. 


William T. Kinney, lapidary, and op- 
erator of the New England Gem Cut- 
ting Company, 403 Jewelers Building, 
died on April 21. 


E. A. Doyle, jeweler of Lynn, Mass., 
died on April 20 in Hamilton, Mass. 


Reuben Barmarkian, jeweler of Wa- 
tertown, Mass., died on April 28. 


Richard J. Cullen, assistant advertis- 
ing manager of the Dennison Manu- 
facturing Co., Framingham, Mass., 
jewelry box makers, recently received 
the Award of Merit of the Associated 
Business Papers on behalf of the 
company. The award was made at a 
luncheon co-sponsored by the ABP 
and the Advertising Club of New 
York at the Roosevelt Hotel, New 
York. 


Ralph Campbell has joined the staff 
of the Robert W. Lantz store, Keene, 


N. H., as manager of the watch re- 
pair department. He is a certified 
watchmaker. 


The Vermont Jewelers Association 


will hold its annual convention at 
Oakledge, near Burlington, Vt., on 
July 8-9. 
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Jewel-Studded itidiitees 
Is 15 Millionth Produced 


The 15 millionth Universal Coffee- 
maker, made by Landers, Frary & 
Clark, which came off the production 


HIGH PRICED COFFEE POT: Val- 
ued at $50,000, the 15 millionth Cof- 
feematic produced by Landers, Frary 
& Clark is made of karat gold and is 
studded with diamonds and rubies. 


line recently, has been insured for 
$50,000. 


Said to be the highest priced coffee 
pot in the world, it is made of karat 
gold set with diamonds and rubies. 
Present for the ceremony that 
marked the occasion of the produc- 
tion of the 15 millionth coffeemaker 
by the firm, were Connecticut Gover- 
nor A. A. Ribicoff, state and city of- 
ficials and leaders of other industries 
in the New Britain, Conn., area 
where the plant is located. 

Bret C. Neece, president of the 114- 
year-old appliance firm, officiated at 
the ceremonies and introduced Stan- 
ley G. Fisher, vice-president im 
charge of sales, who outlined the his- 
tory of the Universal Coffeemaker. 


ey 


Ring Manufacturer Reports 
Move to Larger Location 


The House of Kraus, Inc., ring 
manufacturer, has announced that it 
moved to new and enlarged quarters 
overlooking Pittsburgh’s “Gateway 
Center” on May 7. 

The new plant, located at 300 Stan- 
wix St., Pittsburgh, is twice as large 
as the former premises at 530 Du- 
quesne Way, and will be better 
geared to serve the firm’s customers. 
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Baylies Jewelers, Bristol, Pa., which 
has been in the same family and in 
the same building for the past 92 
years, has added a new and unusual 
department—a “Gourmet’s Corner.” 
Richard Marchena, Jr., the owner, 
whose great uncle, A. E. Baylies 
founded the business, reports that 
the new department carries delicacies 
from Europe, the South Pacific and 
from various parts of the United 
States. 


Huberman’s Inc., with stores at 29 
South llth St., 3164 Kensington Ave., 
and in Camden and Lebanon, will de- 
vote the entire month of June to a 
special promotion as a result of the 
success of a 5lst anniversary promo- 
tion that the chain held in April. At 
that time, thousands of customers re- 
ceived a special eight-page color sup- 
plement promoting traffic building 
items. 


Smith and West, with stores located 
at 27 South 17th St. and in Pennsyl- 
vania Suburban Station, will add gift 
departments to both units as part of 
an expansion program. The new de- 
partments, which will open in the 
fall, will feature moderately priced 
novelty merchandise. 


Opalite, Inc., costume jewelry manu- 
facturer at 501 North 19 St., has an- 
nounced plans to move to a new, 
modern location at 1311 Lombard St. 
about June 1. The firm will occupy 
one complete floor at the new address. 


The Pitman Jewelry Shop, Pitman, 
N. J., ecelebrated its 3lst year anni- 
versary last month with a special 
silverware sale. S. Rothbaum, the 
proprietor, said that the promotion 
had resulted in several unexpected 
sales. 


A visit that Hubert Riester, partner 
in the jewelry firm of Guerry and 
Riester, 44 South 16 St., paid to his 
birthplace in Germany, last summer, 
resulted in his entering the clock dis- 
tribution field. While he was there he 
met an old friend who makes clocks. 
Riester receives the German clocks, 
converts them to electricity and sells 
them on the U. S. market. Last month 
he released the first batch to stores 
in the Philadelphia area. 


Frank Wiltshire, Wiltshire Brothers, 
Media, is serving his fourth term as 
a member of the Media Borough 
Council. He is a past-president of the 
Media Rotary Club. 


Harris Jewelers, Fifth & Market Stz., 
Wilmington, Del., opened its new 
$100,000 store on May 9 with Gov. J. 
Caleb Boggs cutting a ribbon span- 
ning the front door of the store. The 
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opening marked the second time that | 


the store had changed its address in 
the 40 years since it was founded, in 
1916. The new unit has 6,500 square 
feet of floor space plus a large vault. 
The Vanderbilt Diamond, valued at 
$150,000 was on display at the open- 
ing. 

J. E. Caldwell & Co., famous Phila- 


delphia jewelry and silverware con- | 
cern, opened the new and enlarged | 


quarters of its store in the Hotel du- 
Pont Shopping Promenade, Wilming- 
ton, on April 23. Continued growth 
of business led to the enlarging of the 
store, which was opened for the first 
time only two years ago. Manager is 
John Spencer, who is also assistant 
treasurer of the company. Present 
for the opening ceremony were the 
governor of Delaware, the mayor of 
Wilmington and Caldwell president, 
Austin Homer. 


Florian J. Waldspurger, 32 Jenkins 
Ave., Hatfield, Pa., has announced the 
closing of his jewelry and watch re- 
pair business due to ill health. 


Andrews Jewelers, 6522 Rising Sun 
Ave., has moved to larger quarters in 
the store next door. The store has 
double its previous floor space at the 
new location. 


Richard W. Chappell, son of Lester 
W. Chappell, owner of Chappell Jew- 
elers, Inc., 406 Delaware Ave., Wil- 
mington, Del., was discharged from 





the Army on March 6 and plans to | 
return to the business after a short | 


vacation. 


John Anthony, owner of the store of | 


the same name at 6221 
Ave., and owner of Jo-An Creations, 
was the designer of the matching 
bracelet and dog collar worn by Jayne 
Mansfield, star of “Will Success Spoil 
Rock Hunter?”, and her dog. Both 
items feature stones of rose quartz, 
jasper and rhodonite. 

Lewis Bloch recently celebrated his 


69th year of association with 8. Kind 
& Sons, Inc., 1342 Chestnut St. Kighty 


Lancaster | 


years old, Bloch still works an eight- | 


hour day as a representative of the | 


firm’s wholesale branch. 





Son Takes Over Store 


E. H. Schaeffer, owner of the store 
of the same name at 1023 Seventh 
Ave., Beaver Falls, Pa., retired from 
business on December 31 last year. 

Scheaffer, who established the busi- 
ness in 1895, sold the concern to his 
son, Henry J. Scheaffer, who has been 
associated with his father in the oper- 
ation of the store for the past 40 
years. 














STAY in Business 


Thru our Dignified 
and Profitable 


AUCTION SALE 


Most Recent Sales Conducted 


Budds’ Jewelers, Bradford, Pa. 
Engel Jewelers, Grd. Rapids, Mich. 
Wade the Jeweler, Fresno, Cal. 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—-FOR YOUR STOCK 


Your reputation will be guarded. 

You will have a more popular store 
when sale is over. 

Your business will be permanently in 
creased. 

We will interview you at our expense 
without obligation to you. 

We speciclize in buying stores fer 
ca 


WRITE — WIRE — PHONE 


, COLMES & BRILL 


AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 








EMERALDS 


STAR SAPPHIRES 
STAR RUBIES 
CATSEYES 


GERALD NISSMAN 


Importer of Precious Stones 


JUdson 2-1558 | 
580 Fifth Ave. New York 36, N. Y.I 
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New light on sales! 





GUARANTEED FOR LIFE! 


You Il sell NASH lighters! At prices better than 
competitive, here's top flight engineering 





quality ... here's range of styles and knock- 
out colors with E.T. enamel and chrome finish 

here's exclusive OYNAFLEK™ sparking 
action for positive, long-life operation at no 
indivi 


extra cost! ally gift packaged 





*Dynaflex is 
the register- 
ed trademark 
of GES Mig 
Company 














DEALER'S 
COST, 
$16.20 Doz. 
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Retails at $2.75 


wrife - 


Ask your wholesaler - or 


wLelomeray tt data | 
£2.85 £22 ee. 
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BIKOL REFINERS CO. 
Asseyers & Reiners of Precious Metals 
Buyers and Sellers of 


GOLD + SILVER + PLATINUM + PALLADIUM 


JU 23-3497 
46 West 46th Street, New York 34, HN. Y. 
BOUWGHT 


ANTIQUES one sox 


Aliso Reproductions 














Wented to buy: Silverwore—Gold and pleted 
jeweiry—old costume jewelry Wotches—move- 
ments — watch bends any tind, ony type, in 
any condition. Diemond: anv tind or site 
Gem ond semi-precious stones. Gold Scraen— 
Piatinum—filled and plated scrap No consiaqn 
ment too lorge or toe small. Our check sent 
immediately, Your consignment will be held 
intact fer 10 deys, sublect to your epprora! of 
our check 


References: Whitney Notione! Bank, Morgen 


Sronch, New Orleons, to. National Jewelers 
Board of Trade: Dun end tradstreet 


Send for FREE 
BROCHURE 
Hlustrating Rings, 
Crosses, Earrings 





Our Ne. 275 
$2756.00 
(Ke yetene!) 


ANTIN'S 
114 BARONNE ST... NEW ORLEANS 12. LA. 
Established 1¢1é 











































































LaCroix Elected President 
By Pennsylvania Jewelers 


Raymond W. LaCroix was elected 
president of the Pennsylvania Retail 
Jewelers Association at the group’s 
annual convention, held at the Hotel 
Yorktowne, York, Pa., on April 22-23. 
He will serve for a two-year term. 





RAYMOND W. 


LA CROIX 


Other officers named at the group’s 
two-day meeting in York were M. L.. 
Sullivan, York, reelected secretary- 
treasurer, and Andrew J, Mulherin, 
Jr., Philadelphia, executive secretary. 

Named as district vice-presidents 
were: Ralph W. Landis, Harrisburg, 
South Central; Merritt Alexander, 
Hamburg, Southeast; Edward L. 
Carlson, Kane, Northwest; Charles 
W. Fenton, Sunbury, North Central; 
Harold B. Hinkle, Bethlehem, North- 
east: Oliver Kunsman, Rochester, 
Southwest, and Frank A. Ruff, Johns. 
town, West Central. 

Speakers at the convention included 
Oscar Kind, Jr., president of the 
ANRJA, and William Wagner, execu- 
tive secretary of the NJA. Kind and 
Karl A. Schwemmer were panelists 
in a forum which discussed: “Are 
You Making Money on Your Jewelry 
Store Services?” 

Paul Monohan, of the B. A. Ballou 
Co., was the banquet speaker. His 
topic was: “Where do We Go from 
Here?” 

On April there was a luncheon 
for the ladies at the Lincoln Woods 
Supper Club, which was followed by 


oo 


meee 


| a bus tour of historic York County. 


Watch Material Distributors 
Announce Convention Program 


The 1956 convention of the Watch 
Material Distributors Association of 
America will be held June 2-5 at the 
Edgewater Beach Hotel, Chicago. 

Highlights of the program on June 
4 will include the annual report by 
executive director Stanley G. House, 
keynote address by association presi- 


dent Edward L. Endman, and the 
Universal Catalog presentation by 
Endman, House and technical diree- 


tor Henry Fried. 

A Hawaiian party and dinner will 
be held at 7:30 P.M. on June 3. 

The theme of the following day’s 
business sessions will be “What is 
the Future of the Material Busi- 
ness?” Speakers at a panel discus- 
sion on “What Part Do We Play in 
the Total Jewelry Picture?” will be 
Lansford F. King, editor and general 
manager, THE JEWELERS’ CIRCULAR- 
KEYSTONE; Morton Sarett, editor, 
National Jeweler; Orville Hagans, 
editor, American Horologiat € 
Jeweler, and William Katz, William 
R. Katz Co., Dallas, Texas. 

Among the speakers on June 4 will 
be J. M. Patterson, assistant director 
of public relations for the Standard 
Oil Co., whose topic will be “What 
They Don’t Know May Hurt You”; 
Andrew L. Rowe, Elgin Watch Co., 
“What the Material Industry Can 
Expect from the Watch Manufac- 
turer.” and Eugene Sobel, E. & J. 
Swigart, Washington, D. C., who will 
conduct a special audience participa- 
tion event called “Twenty Questions.” 

The board of directors will hold a 
meeting for special problems at 10 
A.M. on June 5. 


Swiss Watch Parts Catalogue 
To be Available This Month 


Reauests to The Watchmakers of 
Switzerland for the recently re- 
printed edition of the Official Swiss 
Watch Repair Parts Catalogues will 
be filled during June and the months 
until the supply is ex- 
hausted. The reprint, available in 
limited quantity, is being offered to 
watchmakers and jewelry stores not 


following 


now owning a copy of the original 
catalogue. 
The new edition, in one volume, 


contains the same information as the 
original separately-bound parts 1 and 
2 together with the supplements. The 
catalogue, in continuous usage since 
first issued in 1949, is an invalu- 
able reference for identifying move- 
ments and ordering watch parts. 
Requests from those who do not 
have the catalogue are to be mailed 


on store letterhead to The Watch- 
makers of Switzerland, c/o Suite 
1105, 730 Fifth Avenue, New York. 
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F. W. Sarles, state manager of the 
Inter-Ocean Insurance Co., was the 
guest speaker at the April 12 meeting 
of the Winston-Salem, N. C., Watch- 
makers Guild, No. 1. He spoke on the 
history of the group sickness and 
accident policy that his company pro- 
vides for the members of the North 
Carolina Watchmakers Association. 
The meeting, attended by 15 mem- 
bers, was held at the Glade St. 
YWCA. 


Henry Brylawski, executive secretary 
of the Greater Washington Retail 
Jewelers Association, addressed the 
April 25 meeting of the group on the 
legal aspects of appraising. His talk 
outlined steps that could be taken by 
the jeweler to combat an unfair ap- 
praisal, 


Harriet Hoffenberg has opened a com- 
bined jewelry and gift shop at 1312 
Reisterstown Rd., Pikesville, Md. 


Carroll Seghers, Coral Gables, Fia., 
was elected president of the Florida 


Retail Jewelers Association at the 
group's annual meeting in Jackson- 
ville. 


The Fischer Co., 8 West 8th St., and 
the Evans, Jeweler, 15 East 7th St., 
both in Chattanooga, Tenn., have 
consolidated to form Fischer-Evans 
Jewelers, Inc., located at the Fischer 
Co. premises. Officers of the firm are 
Carter H. Evans, president; and Mrs. 
Evans, secretary -treasurer. The 
Fischer firm is the second oldest re- 
tail business in Chattanooga and one 
of the oldest jewelry stores in the 
South. It was founded in 1870. 


David Offutt has opened a new store, 
at 127 Leteher St., Audubon, Ky., 
known as Dave’s Jewelry and Watch 
Repair. 


Williams Jewelry, Myrtle Beach. S. 
C., has moved to a new location at 
609 Broadway from 9th Avenue and 
Broadway. William Ear! Williams is 
the owner. 


Jules E. Morstein, owner of the store 
of the same name at Light and Cross 
Ste., Baltimore, Md., has been elected 
president of the South Baltimore 
Business Association for the 1956-57 
S@CASON., 


A. Ken Russell has been named man- 
ager of Rogers Jewelers, 304 West 
Clinch Ave., Knoxville, Tenn., ae- 
cording to an announcement by 
owner Joel Caller. 


Charles E. Richter, president of the 
Richter Jewelry Co., Court & Main 
Sts., has announced that his company 
has purchased Klein Brothers, whole- 
sale jewelry firm, for an undisclosed 
amount. 
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South Carolina Jewelers 
Hold Annual Convention 


Carol Avant, jewelry store owner 
in Manning, S. C., was elected presi- 
dent of the South Carolina Retail 
Jewelers Association at the group's 
annual convention held at the Francis 


Marion Hotel, Charleston, on April 
15-16. 
Other officers elected were: John 


Darden, Conway, vice-president; Alan 
Reyner, Columbia, vice-president; and 
J. C. Thomas, Clinton, who was re- 
elected secretary and treasurer. 

Named as directors were Wilbur 
Riddle, chairman of the board, R. J. 
Ortmann, Hyman Berger, W. P. Cart, 
W. M. Fennell, N. O. Keels, Abe 
Harris and Hoyle Snoddy. 

Convention speakers included W. 
Waters Schwab, J. R. Wood & Son, 
Inc., whose topic was “Jewelry Stores 
Keeping Stride with Time,” and 
Charles M. Isaac, executive vice-pres- 
ident of the ANRJA, who talked on 
the state of the trade and what his 
office was doing to protect the indi- 
vidual jeweler. 

The highlight of the convention was 
the breakfast on April 16, sponsored 
by R. Wallace and Sons Manufactur- 
ing Co., Wallingford, Conn. John F. 
Banks, director of sales and adver- 
tising of R. Wallace and Sons, ad- 
dressed the well-attended meeting on 
general business conditions. More than 
100 door prizes, valued at over $2,000 
were given away during the conven- 
tion. 

Social activities included tours of 
historic houses in Charleston and a 
boat ride around the harbor and to 
Fort Sumter, scene of the start of 
the Civil War. 

Delegates attended a cocktail party 
on the evening of April 15, sponsored 
by the S. La Rose, Inc., Greensboro, 
N. C. material house, and another 
cocktail party the following evening, 
sponsored by the Southern Watch 
Supply Co., Charlotte, N. C. The lat- 
ter party was followed by the annual 
banquet and dancing. 


Phoenix Gift & Jewelry Show 
lo be Held September 23-25 


The second Phoenix Gift and Jew- 
elry Show will be held in the Wesat- 
ward Ho Hotel, Phoenix, Ariz., Sep- 
tember 23-25. Plans call for displays 
to be placed in the ballroom, lounge 
and all rooms on the fourth floor. 

According to H. Wes Johnson, pres- 
ident of Allied Exhibitors, Inc., spon- 
sors of the event, future plans call for 
the show to be held semi-annually. 
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HOLY LAND SOUVENIRS 


Order directly from BETHLEHEM: Genuine 
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The Chicago Jewelers Association 
installed its newly elected officers 
on May 17 at the Palmer House. The 
meeting was followed by a dinner 
and entertainment in the hotel’s Em- 
pire Room. Elected to serve for the 
coming year are: president, Alvin 
Lauschke, Handy & Harman Co.; 
vice-president, Marshall Spies, Spies 
Bros.; treasurer, Al Greene, Lon- 
gines-Wittnauer Watch Co.; board of 
directors: Andrew L. Rowe, Elgin 
National Watch Co.; William Cure- 
ton, Newall Mfg. Co.; William Neu- 
hardt, Oneida Ltd., and Vincent J. 
Newman, Jewelers Board of Trade. 


Stanley A. McKeon, Stein & Ellbo- 
gen, 55 East Washington, is home 
convalescing after a serious operztion 
which had hospitalized him for three 
weeks. 


The Chicago Jewelers Bowling 
League closed its 51st season with its 
annual dinner on May 9 at the 
Charles Harrison Restaurant. Tro- 
phies donated by F. H. Noble & Co 
and Paul Williams Co. were presented 
to the top individual and team scor- 
ers for the season. The team champi- 
onship was won by Newall Manufac- 
turing Co. bowlers captained by 
H. Barg, while the individual cham- 
pion was Norbert Cieslak, of Joseph 
Hagn Co. Sponsors of the eight 
teams in the league were invited 
guests at the dinner. Officers of the 
league are J. Walz, president; R. San- 
dell, vice-president, and Dave New- 
man, who has served for 42 consecu- 
tive seasons as secretary-treasurer. 


Fred Marhoff, National Railway Time 
Service Co., 55 East Washington, is 
back on the job after a bout of pneu- 
monia which laid him up for three 
weeks. 


Fred Whitney, who had been operat. 
ing as a manufacturers’ representa- 
tive at 31 North State for a number 
of years, has decided to retire from 
his business activities because of il] 


health. 


The Golden Roosters of Chicago have 
selected June 26 as the date of their 
annual golf outing. As_in the past, 
the event will be held at the Mt. 
Prospect Country Club. Departing 
from the usual custom, there will not 
be any initiation ceremonies for new 
members this year at the outing. An 
attendance of more than 100 is ex- 
pected, and the prize committee 
promises prizes for all. 


Joseph A. Jelinek, 61, who operated a 
retail jewelry store at 4148 Lake St. 
for 35 years until his retirement 
three years ago, died on April 14. 





Survivors include a son, two daugh 
ters and his mother. 


At the luncheon meeting held on May 
1 in its clubrooms in the Pittsfieid 
Building, the Jewelers Club of Chi- 
cago approved the board’s suggestion 
to open the roster to accept 15 addi- 
tional members. 


Harry Pakula and Mrs. G. Loeb, both 
of Pakula & Co., 28 South Wabash. 
have returned from a two-week buy- 
ing trip for the company’s fall line. 
They covered the New York and 
Providence markets. 


Mr. and Mrs. Frederick M. Gottlieb, 
Frederick M. Gottlieb & Co., 55 East 
Washington, sailed for Europe on 
May 2. During their eight-week trip 
they plan to visit Italy, France and 
the diamond markets in Holland and 
Belgium. 


At the regular monthly meeting of 
the Jewelers Association of Greater 
Chicago held on May 9 in the Stand- 
ard Club the following slate was 
nominated and approved: For presi- 
dent, Jerry Berger, Macy’s Jewelers; 
honorary president, Irving Chaykin, 
Armstrong’s Jewelers; first vice-pres- 
ident, Al Berke, Berke Jewelers; sec- 
ond vice-president, Sheldon Phillips, 
Phillips Jewelers; treasurer, Al Mill- 


man, L. G. Rogers Jewelers; secre- 
tary, Howard Raymond, Raymond’s 
Jewelers, and executive secretary, 


Ben L. Sacks. Nominated to serve on 
the Board of Directors were: Al Ap- 
pel, Joe Berkson, Harold Cohn, 
Michael Fox, Dave Greenwald, Fred 
Halpern, Irvine Kernis, Al Kopp, 
James Marks, Harold Phillips, Irving 
Spritz and Dave Wexler. 


Adolph Zolla, 82, retired diamond 
broker, died April 20 in Highland 
Park Hospital. A daughter and a son 
survive. 

The April 24 meeting of the Illinois 
Watchmakers Association held at the 
Blue Note featured an informative 
discussion on “Diamonds” and their 
importance to the watchmaker as 
well as the jeweler, by Emil J. Palen- 
ick, jeweler and gemologist. 

The plant of Ralph Singer Co., 656 
North Western, will be closed during 
the first two weeks of July to permit 
all the employees to take their va 
cations. 

By moving to their new, air-condi- 
tioned and larger quarters at 200 
West Monroe, Bieler-Levine Co. is 
now able to increase its office staff to 
keep up with the increasing number 
of sales representatives. 

F. H. Noble & Co., 559 West 50th St., 
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manufacturers of packaging and tro- 
phies, ended its 35-week bowling sea- 
son with a banquet on May 11 for 
members of the teams and their 
guests. The packaging division team 
won first place, beating out the tro- 
phy division by one game. The plat- 
ing department won the team series 
with 2921 pins. High individual aver- 
age was taken by Steve Krass with 
176. Two new bowlers took top hon- 
ors this year: E. Moots, shooting on 
the medal team, rolled high game of 
278. George Goveia from polishing 
took high honors for the individual 
series with 694. 


The Napier Co., 36 South State St., 
is sponsoring a scholarship program 
in connection with the well-known 
Italian dress designer, Fontana. Ap- 
plicants from leading fashion design 
schools in the U. S. will submit 
samples of their work, and three 
finalists will be selected to go to the 
Fontana studio in Rome to get actual 
experience in the draping and design- 
ing of clothes. 


Nebraska Jewelers Hold 
5ist Annual Convention 


The 5ist annual convention of the 
Nebraska Retail Jewelers Association 
and the Nebraska Horological Asso- 
ciation was held at Hotel Yancey, 
Grand Island, April 7-8. Record at- 
tendence figures were attributed to 
the near perfect weather. 


Convention entertainment started 
on the evening of April 7 with the 
President’s Banquet. Climaxing the 
banquet was the Hi-Jinks party spon- 
sored by the Nebraska Watchmakers 
and Wholesalers. 

Speakers at the Sunday sessions in- 
cluded Glen Averill, American Time 
Products, and Earl DeLong, of the 
Jewelers Mutual Insurance Co. 


President Lloyd L. Lockwood acted 
as master of ceremonies at the lunch- 
eon meeting. Committee chairmen 
rendered their reports, and a report 
was made by Corey W. Chase, regional 
vice-president of the ANRJA. Guest 
speaker at the luncheon meeting was 
T. A. Hunter, senior supervisor, smal! 
business division of the George S. 
May Co., Chicago. 

Deviating from the traditional 
speeches usually held at the annual 
banquet, co-sponsored by the NRJA 
and Ku-Ku members, salesmen and 
suppliers, an outstanding floor show 
was staged this year. 

The following officers of the NRJA 
were reelected: Lloyd L. Lockwood, 
Sidney, president; Tom L. Davies, 
Falls City, first vice-president; Al 
Myers, Hastings, second vice-presi- 
dent, Elton Combs, Omaha, third vice- 
president; and Corey Chase, Hold- 
rege, secretary. Robert W. Meyer, 
Grand Island was elected as trea- 
surer. 
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Charles S. Bus Honored 
After 50 Years’ Service 


To commemorate his 50 years of 
service with the C. D. Peacock, Inc., 
103 South State, Chicago, fellow em- 
ployees honored Charles S. Bus with 
a testimonial dinner on May 5. Now 
73, he is still active in the firm’s dia- 
mond department. Mr. Bus was pre- 
sented with a suitably engraved 
watch by his co-workers. Compan) 
officers also attended the dinner. 


— Pay ms 
ta) Cx 
145 YEARS OF SERVICE: Charles 
S. Bus (second from left) is flanked 
(l-r) by Martin Knudson, Ted Lipin- 
ski and W. J. Straube who have a 


combined total of 145 years’ service 
with C. D. Peacock’s. 





Springfield Store Opens 


Thomas E. Heinemann has an- 
nounced the opening of a new jewelry 
store at 209 South Sixth St., Spring- 
field, Ill., with Leo Cernich as co- 
owner. The store is known as Heine- 
mann’s Uptown Jewelry. Heinemann 
will continue to operate and manage 
the Thomas E. Heinemann Jewelry 
store at 723 North Grand East. 


oo | 


American Cutlery Makers 
Hold Annual Press Party 


The American Cutlery Manufactur- 
ers Association held its annual “Cut- 
lery Party” for the press at the Plaza 
Hotel, New York, on April 10. Ten 
manufacturers exhibited their wares 
at the session. 

Representatives of the press cover- 
ing the home fashions field were pres- 
ent for the party which included food 
and refreshments. 


Elected as officers of the Nebraska 
Horological Association were Don Me- 
Lane, Hastings, president; Jack John- 
son, Minden, vice-president; and Wil- 
liam J. Yost, Milford, secretary- 
treasurer 
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® (See designs in this issue on page 66) 


Designer of many award-winning pieces 
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sug@etted shetches to solve your stock 
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remount designs for customers’ stones. 
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The annual pienic of the Cincinnati 
Wholesale and Manufacturing Jewel- 
ers Association will be held June 12 
at the Ryland Country Club in nearby 
Kentucky. The program will include 
golf, a softball game between teams 
representing wholesalers and retail- 
ers, other sports and games, lunch 
andi an elaborate dinner. 


Al Wehry, salesman for D. Jacobs 
Sons Co., wholesalers at 325 East 
Central Parkway, attended the an- 
nual convention of the Indiana Retail! 
Jewelers Association in Indianapolis 
on April 8-9, and Chester Stroud, an- 
other company salesman, had a simi- 
lar experience at the convention of 
the Alabama Retail Jewelers Associ- 
ation in Montgomery on April 15-16. 
President Julius Jacobs, Jr., and his 
wife have returned from a vacation 
at Palm Beach, Fla., and Marion Ef- 
fron, vice president, and William C. 
Jacobs, merchandise manager, were 
on a buying trip in mid-May to New 
York and Providence, R. I. 


The Loring Andrews Co., retailers 
here for 151 years, moved in April to 
a new location at 27 West Fourth St., 
where the interior appointments are 
a blend of modern and old fixtures, 
with a white marble statue of 
Bacchus, long a firm identification 
decoration, beine prominently located 
in the center of the first floor. The 
company was purchased three years 
ago by Gordon Lang, owner of Spaul- 
ding & Co., Chicago jewelry and sil- 
verware firm. 


Max Litwin, secretary of Litwin & 
Sons, Inc., and Paul Parker, produc- 
tion manager, returned in early May 


from a European diamond buying 
trip. 


Charles Davis, prominent retailer in 
Richmond, Ind., his wife and a party 
of friends celebrated his birthday in 
early May with a party at the Shera- 
ton-Gibson Hotel here. 


Among local wholesalers who at- 
tended the recent New York and 
Providence shows were Lou Flanagan 
of the Flanagan Kovac Co., in the 
Enquirer Building; Mr. and Mrs. 
Charles E. Haberman of the Haber- 
man Sales Co., 31 East Fourth St.; 
Cherrington L. Fisher and Charles K. 
Stern, vice presidents of the Harry 
Greenweld, Wallenstein - Mayer Co., 
81 East Fourth St., and Julius 
Schwab and James Heldman of A. G. 
Schwab & Sons, Inc., 229 East Sixth 
St. 


Edward Herschede, Jr., certified gem- 


ologist and retailer in the Keith 
Building, spoke on “Diamonds and 
Precious Gems” at a luncheon meet- 


ing of the Mothers Club of Sigma 
Chi Fraternity on May 9 in the fra- 
ternity house. 


Ira Templeton, owner of Templeton 
Jewelers, Chattanooga, Tenn., was 
chairman and manager of the recent 
Tennessee state open golf champion- 
ship matches. In 1951 he was the 
tournament winner. 


Louis Flanagan and Al Kovae of the 
F lanagan-Kovac wholesalers in 
the Enquirer Building, are devoting 
their spare time to the management 
of teams in local boys’ baseball 
leagues. 


Co., 


Simon Immerman, 67, who operated a 
retail store here for many years prior 
to moving to Columbus, O., 20 years 
ago, died April 8 in Los Angeles, 
Calif., where he has lived during the 
last 10 years. 


Mark P. Herschede, president of the 
Frank Herschede Co., retailer at 8 
West Fourth St., has been elected 
treasurer of the Credit Bureau of 
Cincinnati, Inc. 


Cincinnati Group Discusses 
Plans for State Convention 


Preliminary plans for the annual 
convention of the Ohio State Retail 
Jewelers Association and _ regional 
jewelry show in Hotel Netherland 
Plaza over the Labor Day weekend 
were discussed by the convention 
committee of the Cincinnati Whole- 
sale & Manufacturing Jewelers Asso- 
ciation and Clarence Moses of Cleve- 
land, secretary of the state group, at 
a dinner meeting on April 27 at the 
Cincinnati Club. 

Mr. Moses said that early applica- 
tions for booth space and hotel reser- 
vations indicate this will be the larg- 
est and best attended convention and 
show in the history of the state asso- 
ciation. 

Members of the local convention 
committee are Cherrington L. Fisher 
and Charles K. Stern of Harry Green- 
wold, Wallenstein-Mayer Co.; Julius 
Schwab and James Heldman of A. G. 
Schwab & Sons, Inc.; Harry W. 
Schwettman, Gruen Watch Co.,; 
George E. Brown, the Gerwe Brown 
Co.: Edward Spitznagel, Newstedt & 
Co.: Clarence E. Loeb, Litwin & Sons, 
Inc.; E. J. Swigart of E. & J. Swigart 
Co.; Sam Silverman of 5S. Silverman 
Co., Ine., and Victor Youkilis, Victor 
Corp. 
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The Gem Jewelry Co., 541 Pear! St., 
Beaumont, Texas, has moved to new 
and larger quarters at 580 Orleans St. 


Paul Smolensky, manager of Gor- 
don’s Quality Jewelers, Houston, 
Texas, has been named a member of 
the executive committee of the Gulf- 
gate Board of Trade, composed of 
merchants in the Gulfgate Shopping 
Center. 


The second Phoenix Gift & Jewelry 
Show will be held in Phoenix at the 
Westward Ho Hotel, September 23-25. 
Displays will be housed in 40 new 
sample rooms in addition to the 
Thunderbird Ballroom and the Ka- 
china Lounge. 


Howard L. Lentz, jeweler in Hugo, 
Okla., received an invitation to at- 
tend the President's conference on oc- 
cupational safety in Washington, 
D. C. on May 14-16. 


Lester Shoshone, Shoshone’s Jewelers, 
Shawnee, Okla., recently announced 
that employees of the company’s 
stores in Shawnee and in Oklahoma 
City and Ponca City, Okla., and in 
Corpus Christi, Sherman, Odessa, 


Pioneer Oklahoma Jeweler 
Celebrates 87th Birthday 


Charles H. Riedemann, a 
jeweler for 70 years and owner of the 
C. H. Riedemann Jewelry Store, 
Vinita, Okla., for 39 years, will cele- 


retail 


CHARLES H. RIEDEMANN 


brate his 87th birthday at his home 
in Vinita on June 17. 


PoR JUNE, 1956 





SOUTHWEST 


Abilene and Lubbock, Texas, took 
part in the firm’s 1955 profit sharing 
plan. 


The Jim Hamm Jewelry, 503 West 
Will Rogers, Claremore, Okla., has 
been purchased by Mr. and Mrs. Ben 
Baker, Canyon City, Colo. Hamm 
started the business last year. 


E. L. Walter, Jeweler, Fredericksburg, 
Texas, has temporarily moved to 223 
East Main St. while his store at 218 
East Main is being completely re- 
modeled. Refurbishing will include 
installation of a new front, redeco- 
rated interior, new fixtures and air 
conditioning. 


Movitz Co., Inc., jewelry wholesalers 
in Salt Lake City, Utah, will move 
into a new, modern building at 326 
East 5th St. in mid-August. Of brick 
construction with marble facing, there 
will be 5600 square feet of office and 
display space on the ground floor and 
storage space in the basement. The 
firm specializes in wholesale distribu- 
tion of costume jewelry, men’s 
jewelry and accessories in the 10 
western states. 


A native New Yorker, Riedemann 
became an apprentice watchmaker in 
Greenville, Ill., in his early teens. 
He later worked in jewelry stores in 
Greenville and in Danbury, Conn. In 
1899 he returned to Greenville and 
opened his own jewelry store. 

He subsequently was employed as 
a watchmaker and optician in Little 
Rock, Ark., and in City, 
Okla., where he worked for the John 
KF. Hartwell Jewelry Co. 

Because of ill health, he moved to 
Vinita in 1903 to take advantage of 
the artesian water there. He started 
his own store in Vinita in the Shana- 
han & Mitchell Building and later 
moved to 123 South Wilson St. 

He sold his 
1942. 

He was married in 1895 to the for 
mer Mabel FE. Allen in Bethany, Mo. 
Mr. and Mrs. Riedemann live at 112 
West Canadian Ave. 


Oklahoma 


stock in the store in 


Attends Diamond Seminar 


Bert Pattee, a member of the dia 
mond department of S. H. Clausin & 
Co., Minneapolis, Minn., recently at- 
tended a seminar in diamond grading 
at the Gemological Institute in Chi- 
cago. 

Pattee’s father, Lloyd G. Pattee, is 
executive vice-president of the 
Clausin firm. 
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Is 
lung cancer 
increasing? 


The answer is Yes-and very 
rapidly, too. In the past 20 years, 
deaths from lung cancer in 
women have increased over 
200% and in men over 600%. In 
1954, 17% of all male cancer 
deaths were due to lung cancer. 


You can help fight lung cancer 
~—and all forms of cancer-~in 
two ways. A thorough checkup 
at least once a year...anda 
check to the American Cancer 
Society. 

Give to your Unit of the Ameri- 
can Cancer Society or mail your 
gift to CANCER, c/o your town’s 


. Postmaster. 
American 
Cancer 
, Society 
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Immediate delivery for Xmas Sales 
64%,-8 60 FHF 17 Jewel movements 
with silvered dials 


Butler raised figures, yellow gilt 
Agents or Representatives Wanted 


Grane Watch Co., Lid. Longeau/Bienne (Switzerland) 
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Chatham Research Laboratories 
7e—~i4th St. Sen Francisco 3, Californie 
Exclusive Growers of 


Chatham Emeralds 


nae. US. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 
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The mid-spring tournament of the 
Southern California Jewelers Golf As- 
sociation was scheduled for May 9 at 
the Fox Hills Country Club, Culver 
City. Also scheduled for that day 
was the dinner and annual election of 
officers. Rudy Apffel was in charge 
of arrangements. 


Isadore Meyer, Meyers Jeweler’s, 
Vallejo, Cal., has been elected a mem- 
ber of the board of directors of the 
Diamond Council of America for 1956. 


Rancho Park Jewelers has moved 
from 10634 West Pico Blvd., L. A.., 
to 10680 West Pico Bivd. The new 
location is two-and-a-half times big- 
ger than the previous one. Jerry 
Magyari, the owner, has been in busi- 
ness for the past five years. 


The Knud Weirum Jewelry Store, 
7104 Beverly Blvd., L. A., has been 
purchased from Mr. and Mrs. Knud 
Weirum by Svend Eriksen. 


Judge Bernard Wolfson of the Los 
Angeles Superior Court was the guest 
speaker at the May 8 meeting of the 
Jewelers 24-Karat Club of Southern 
California. He told of his favorite 
charity, an old people’s home, and of 
some of his court experiences. Plans 
were discussed for the informal din- 
ner-dance on June 12 to be held in 
the Elks Temple. Walter Dorrer and 
Jules Lindebaum are the co-chairmen. 


Herb Mitchell, editor of the Jewelers 
24-Karat Club of Southern Californi» 
Bugle has been elected president of 
the Printing Supplymen’s Guild. 


During May, the A. D. Taff Co., 448 
S. Hill St., L. A., celebrated both the 
first anniversary at its present loca- 
tion and the 30th anniversary in the 
jewelry business of Dorthea Abbott, 
its secretary. Mrs. Abbott has been 
associated with Taff since 1926 when 
his firm was in the Stack Building. 
Later the company moved to 220 West 
Fifth St., and then to its present lo- 
cation. 


B. D. Howes and Son, jewelers, with 
stores in Los Angeles and Pasadena, 
celebrated the formal opening on May 
10 and 11 of their newest store lo- 
cated in the Beverly-Hilton Hotel. 
Among the many new innovations is 
the use of a new kind of lamp which 
gives a light comparable to daylight 
under which diamonds retain their 
sparkle. This lamp, which was de- 
veloped by Robert M. Shipley, one of 
the founders of the American Gemo- 
logical Society and the Gemological 
Institute of America, is being used 
here for the first time. The store has 
installed the lamp both in its display 
windows and diamond room. 


PEST COAST 


Jack Wein, president of the Perfecta 
Watch Co. & Clock Co., 315 West 5th 
St., Los Angeles, has announced that 
his son, Joseph A. Wein, has been 
named general manager, and that his 
son-in-law, Lawrence Sender, has 
been appointed sales manager. Per- 
fecta has undergone a considerable 
expansion and is now said to be the 
largest distributor of foreign and 
domestic clocks on the West Coast. 


George Nahigan, 54, manager of the 
clock department of the main office 
of the E. W. Reynolds Co., died May 
1. His widow, Mrs. Sue Nahigan, 
and two sons survive. 


The Southern California Guild of the 
American Gem Society held a labora- 
tory session at the Gemological In- 
stitute of America, 11940 San Vin- 
cente Bivd., Los Angeles, on May 15. 
Prior to the meeting, members had a 
roast beef dinner at Truman’s Res- 
taurant. 


Harry Morton & Son, Jewelers, 2210 
Shattuck Ave., Berkeley, Calif., is 
closing out its stock by retail sale. 
One of the “old names” in the Bay 
Area jewelry business, the original 
Morton’s was established in 1869. The 
present store was opened 25 years 
ago. Harold W. Morton assumed 
management of the store after the 
death of his father, Harry Morton, 
and continued to run the business un- 
til his death last October. Since that 
time, it has been operated by his 
widow. 


Manny Udko, of L. Udko & Son, 220 
West 5th St., Los Angeles, has re- 
turned from his semi-annual! business 
trip to Europe, reporting that the 
diamond market there is very tight. 
The Udko firm, which originated 
Crown Diamond Rings, has offices in 
Antwerp. 


Charles Neville Ranns has joined Car! 
D. Lindstrom, 448 South Hill St., Los 
Angeles, manufacturers and wholesal- 
ers of jewelry, diamonds and precious 
stones. He will represent the firm on 
the West Coast and in the Middle 
West. 


Hollis Lindstrom, of Car! D. Lind- 
strom, Los Angeles, has returned 
from a Japanese buying trip and re- 
ports that pearl prices are high and 
fine goods scarce. Lindstrom reports 
that cheaper goods are plentiful but 
are not moving steadily despite a firm 
market. He planned another trip to 
Japan this month. 

Burt's Jewelers, Sixth and Pike, 
Seattle, Wash., put on an exhibition 


of diamond cutting at the recent 
Union Industries Show in Seattle. 
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COMING 
EVENTS 


J UV N E 
3-5—Watch Material Distributors 
Association, Annual Convention, 


Edgewater Beach Hotel, Chicago, I). 

6-8—National Wholesale Jewelers 
Association, 49th Annual Convention, 
Edgewater Beach Hotel, Chicago, Il. 

9-10—-Texas Watchmakers Associa- 
tion, Annual Convention, Baker Hotel, 
Dallas, Texas. 

24-25—-New Hampshire Retai! 
Jewelers Association, Annual Con- 
vention, Lake Tarleton Club, Pike, 


N. H. 

‘ee. fe ee 
8-9——-Vermont Jewelers Associa- 
tion, Annual Convention, Oakledge, 


near Burlington, Vt. 

8-18—-New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing, New York. 

15-18——-Southeastern China, Glass 
& Gift Show, Atlanta Municipal 
Auditorium, Atlanta, Ga. 

15-18—Southern Jewelry Show, 
Dinkler Plaza and Henry Grady 
Hotels, Atlanta, Ga. 

15-20—National China, Glass & 
Pottery Show, Hotel New Yorker, 
New York. 

16-20—-Summer Market, Western 
Merchandise Mart, San Francisco, 
Calif. 

22-25—Carolina Gift Mart, 
Center, Charlotte, N. C. 

22-25—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans, 
La. 

22.25—Washington Gift Show, 
Hotel Willard, Washington. D. C. 

22-27—-California Gift Show, Mer 
chandise Mart, Biltmore and Alexan- 
der Hotels and Brack Shops, Los 
Angeles, Calif. 

29-31—-Amarillo Gift Show, Her 
ring Hotel, Amarillo, Texas. 

29-2—-National Jewelers Associa- 
tion, Annual Convention and Trade 
Fair, Conrad Hilton Hotel, Chicago, 
mM. 

29-2-Associated Variety & Nov- 
elty Manufacturers Show, Morrison 
Hotel, Chicago. 
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29-9—Chicago Gift Show, LaSalle 
Hotel and Palmer House, Chicago, Ill. 


A 9 @2 | B39 


4-8—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 

5-8—Western Merchandise Exhibi- 
tors Association Show, Civic Audi- 
torium, Sheraton-Palace, St. Francis 
and Sir Francis Drake Hotels, San 
Francisco, Calif. 

12-15—Western Merchandise Ex- 
hibitors Association Show, Public 
Auditorium, Plaza and Benson Hotels, 
Portland, Oregon. 

12-15—Kansas City Gift & Toy 
Show, Municipal Auditorium, Kansas 
City, Mo. 

12-15—Pittsburgh Gift Show, Wil- 
liam Penn Hotel, Pittsburgh, Pa. 

19-21—-Houston Gift & Housewares 
Show, Sam Houston Coliseum, Hous- 
ton, Texas. 

19-22—-Pacific Northwest China, 
Glass, Jewelry and Toy Show, Civic 
Auditorium, New Washington and 
Olympic Hotels, Seattle, Wash. 

19-22—-Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

19-24—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing, New York. 

20-24—-225 Fifth Ave. Fall Market, 
225 Fifth Ave., New York. 

26-28-—-Spokane China, Glass, Jew- 
elry and Toy Show, Davenport Hotel, 
Spokane, Wash. 

26-29——Ohio State Gift Show, Hotel 
Deshier-Hilton, Columbus, Ohio, 

2646-29—-Northwest Gift, Art @& 
Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 

26-230—-American National Retail 
Jewelers Association, 5Sist Annual 
Convention, Waldorf - Astoria Hotel, 
New York. 


S Bie ee... ee ee 


2-4—-Ohio Retail Jewelers Associa- 
tion, Annual Convention, Netherlands 
Plaza Hotel, Cincinnati, O. 
2-5—-Miami Beach Gift, Jewelry, 
Toys and Housewares Show, Roney 
Plaza Hotel, Miami Beach, Fla. 
2-6—-Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas 
8-10-——-Michigan Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Pantlind, Grand Rapids, Mich 
9-12-Cleveland Gift Show, Hotel 
Statler, Cleveland, Ohio. 
9-13--Boston Gift Show, 
Hotel, Boston, Mass. 
16——Missouri Retail Jewelers As 
sociation, Annual Convention, Gov- 
ernor Hotel, Jefferson City, Mo. 
16-19——Denver Gift & Jewelry 
Show, Hotel Albany, Denver, Colo. 
23-24—-Iowa Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Fort Des Moines, Des Moines, Iowa. 
23-25—-Phoenix Gift & Jewelry 


Statler 


Show, Westward Ho Hotel, Phoenix, 


Ariz. 


































—a\ 


» \ 
wat 
LEADERS 
in the World of 
Sport and Industry 
Rely on RACINE 


for Fine TIMERS 





RACINE 
sor 






















a” 





’.§ 
"ong Accuracy ce" 


AA ee ihe lLotesi 


RACINE CATALOG 


Featuring limmers ehane, 
Chronographs for Every 


Sport and Technical Use 


GALLET TIMERS 
GUINAND TIMERS 


GALLET CHRONOGRAPHS 






JULES RACINE & COMPANY)» 























































































































WORK SH O P 
QuUESTIONS 
and ANSWERS 
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eS RUNS SLOW-—A watch comes to my shop 

to be regulated. It sometimes has a spell of run- 
ning slow, and the regulator doesn’t have much control 
on it. Is there anything I can do for this trouble? The 


hairspring pins are all tight. (Question No. 6583) S. S. 


Answer—-We suggest looking to see whether the 
cannon pinion fits too free on the center-post. This could 
cause an irregularly slow rate that cannot be corrected 
by the regulator. The watch could be keeping time but 
slippage between cannon-pinion and center-post would 
cause the dial-train and hands to stand still at times, or 
to just “crawl” slowly, these effects varying more or less, 
and producing the difficulties you mention. There are 
stumps and punches for tightening cannon pinions in all 


staking sets. 


(ORE ARING SIZES—What sizes in American move- 
4 ments would be same as 9°4 and 101% ligne Swiss 
movement? (Question No, 6584) D. 5S. E. 
Answer—-The 9° ligne Swiss is equivalent to 10/0 
American; the 10'% ligne Swiss is equivalent to 8/0 
American size. 
HAT TRAINS IN USE ?-——What are the trains in 
use now, higher than 18,000 per hour? (Question 


No. 6585) R. L. 


A nswer—American watch companies are using 19,800 
beats per hour, which is 54% beats per second, and 21,600 
which is 6 beats per second. In Swiss watches are the 
above trains, and a few odd ones that cannot be stated 


in even beats-per-second. 


HAT IS CASE-HARDENED? 
when anything of steel is said to be case-hardened ? 
(Question No. 6586) O. S. T. 


What does it mean. 


A nswer—Case-hardened steel is iron, or low-carbon 
steel, with merely a shallow depth of the metal surface 
composed of hardened steel. The process of case-hard- 
ening is to carbonize the surface metal, which converts it 
to high-carbon steel. This is then quenched (cooled sud- 
results in a hard wear- 


denly) while red-hot. which 


resistant surface, leaving the interior metal soft, not 


breakable from shocks or strains while in use. 


OST PECULIAR WATCH 


figure out. The watch stops sometimes, then may 


| have a job I can not 


run for a day or so, when either being worn, or hanging 
on the rack in my shop. When I take the movement out 


’ 
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The NEW 
W atchMaster 


Gear mitt [ 
. ry ‘ 





American Time Products, Inc. 
580 Fifth Avenue, New York 36, N.Y. 


It seems there were 


2 WATCHMAKERS 





Both watchmakers were really good — veterans of 
the bench. But one spent his time thinking ap reasons 
for not buying a WatchMaster. “I'm too good, too 
experienced, Don't need it!” The other bought a 
WatchMaster. While Watchmaker No. | was atill 
thinking, No. 2 had his all paid for out of EXTRA 
profits by doing better work faster, attracting new 
business (including some of No. I's customers) and 


building more jewelry sales as well. 


Noting this, Watchmaker No. 1 now buys a Watch- 
Master (most all do, eventually). But, by now 
Watchmaker No. 2 is retiring in comfort. And do 


you think that’s fiction? Read on 


The copy above is inspired hy the news 
that one of our user-lriends has employed 
three watchmakers and left for a trip 
through Europe. Others have retired early, 
selling their WatchMasters for good money 
after the machines have paid for them- 


selt es many times { something lo think over, 
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American Time Products, in 
580 Fifth Avenue, 
New York 36, N. Y 





FOR JUNE, 1956 


’ 

; Name 
’ Gentlemen: 

’ 

. Please orrange Watchmaster 

’ 

: demonstration of my bench 

: No obligation of course Store 
’ 

’ 

* Please consider this as our order 

*’ 

* for one Elimag 

‘ ‘ Address 
r Check in full enclosed ($24.75 pares 
. 

; Bill us $24.75 plus postage 

‘ 

‘ Stote taxes (if any) extra 

‘ 

: Above prices U.5. A. only City, State 
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\ i More WatchMasters have been sold and are being sold than all! 
, Ma ii other watch-timing machines in the World, combined. There muat 
‘Ss Cs be a reason. There is. 17S THE BEST! 
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ol the case to examine it, it runs with a good motion, 
and I cannot see anything wrong in train, escapement, 
etc, After putting the movement in the case, it generally 
has iess motion than when out of the case. Can you tell 
me what to look for? (Question No. 6587) L. S. T. 


Answer-—-We believe that if you will examine the 
fastening down of the cocks, bridges, etc., by their screws, 
you will find that one or more of the screws does not 
bind its part solidly to the lower plate of the watch. 
Then, when the movement is placed in the case, a pres- 
sure of any part of the case against a cock or bridge, 
may force the latter inward and its pivot-hole end down- 
ward, binding a pinion or staff, to reduce its motion or 
stop the watch, 

The effect described may not be enough to stop the 
watch when fully wound, but could stop it when partly 
run down, This checks with your observation that the 
watch “sometimes” stops when carried, or when hanging 
on your regulating rack. We suggest, of course, that you 
examine all of the cock and bridge screws. You will 
probably find one or more of them not screwed down 
tightly, or threads in one or more holes may be found 
stripped, 

If the latter, re-tap the thread in the hole and make a 
new screw to fit it. This is the right way to correct this 
fault. Hammering the screw-threads or closing the 
threaded hole is botwh-work and not a reliable remedy for 
the fault in question. 


INENESS OF SCRAP-—About what karat fineness is 
the gold brought in for sale as scrap, in the form of 
fillings in human teeth? It is in pieces so small that it is 
inconvenient to test it in the usual way, so we thought we 
might estimate its fineness on some other basis. (Ques- 


tion No. 6588) M. O. 


Answer——Dental gold fillings, not gold bridge-work, 
are usually about 22 karat. This is the average fineness 
of the gold-leaf used for the type of fillings packed into 
tooth-cavities by means of the dentist’s mallet. The gold 
in these has @ yellow color. More recently, considerable 
dental filling work has been done by making a casting of 
lower-karat gold and cementing this into the cavity. 
This gold is rather darker in color than in gold-leaf 
malletable fillings. 
karat and darker in color than in gold-leaf malleable 
fillings. Many buyers of old gold who handle much of it 
depend upon their judgment, based on these facts, in 


Dental bridge-work is also lower 


avoiding unnecessary work in testing dental gold. 


,IRST AID NEEDED—One of our men was burned 

on the hand by sulphuric acid. He was sent at once 

to a doctor's office and fixed up. What we want to know 

now is what we can best do right here in the shop, if 

such an accident happens again, without losing time 
first. (Question No, 6589) P. O. 


Answer — Proper first-aid treatment for chemical 
burns includes two essential steps: (1) removal of acid 
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by washing with plain water and (2) applying of some 
neutralizing agent. The acids most likely involved in 
jewelry-shop accidents are hydrochloric (muriatic), sul- 
phuric and nitric acids. 

In the washing procedure, a continuous flow of water 
is best. Hold the injured hand under a faucet, or use 
a hose. After washing is prolonged enough to remove 
any adhering acid, apply, by dropping or pouring on 
the burned surface, a saturated solution of bicarbonate 
of soda in water. If any considerable area of skin has 
been burned, it is important to turn the case over to a 
physician, after first-aid has been given, as promptly 
as possible. 


ROUBLE WITH SOLDER-—-I have been practicing 

soldering jewelry with gold solder, using solders 
bought from my material house, with borax water for 
flux. Sometimes the work turns out all right, but other 
times the trouble is that the solder does not enter the 
cracks of the joint. It gathers around the edges, but stays 
out of the joint. Can you suggest what is wrong? | 
use gas flame and mouth blowpipe. (Question No. 6590) 


S. 0. M. 


Answer—You probably do not know the principle of 
correct heating for soldering. This is to apply the heat 
first of all to the lower parts of the work, not at first to 
the upper parts where the solder is. Heat the work from 
below, then the hot metal instead of the flame will melt 
the solder, which will naturally flow into the heated joint. 
Applying flame first to the solder will melt it and cause 
it to form “balls” on each side of the solder-joint. These 
tend to stay where they formed, by capillarity, instead 
of being free to flow into the joint. After proper heating 
has started the solder going into the joint, then you may 
direct some of the flame on to the solder. 


HAT ARE WOLF-TEETH? — What are “woll- 
teeth” in a watch, and of what advantage if any? 
(Question No. 6591) R. L. S. 


Answer—The term “wolf-teeth” refers to a certain 
form or profile of gear teeth in watch trains. In most 
watch mechanisms, gear teeth transmit power in only 
one direction. So the acting profile only on one side of a 
tooth comes into action. On the other side of the tooth 
it need not have any power-transmitting form. This side 
on a wolf-tooth is a concave curve, from the point of one 
tooth to the bottom corner or “root” of the next follow- 
ing tooth, 

What may be said of a wolf-tooth is that it has greate: 
strength against bending or breaking, than a tooth of the 
regular form. As far as we can determine, these wolf- 
teeth were introduced into watchwork by LePine of Paris, 
about the middle of the 18th century. LePine used wolf. 
teeth in the entire train of some of his watches. Today, 
wolf-teeth are sometimes used in the steel winding-wheels 
of fine Swiss watches, but no other watchmakers seem 
to have followed LePine’s lead in using these teeth in 
other parts of watch mechanisms. 
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Speidel Father's Day Display 
Shows ‘Leatha-Elegance’ Bands 


To promote its line of ‘“Leatha. 
Elegance” watchbands, Speidel is 
currently offering dealers a new Fa- 
ther’s Day display featuring a hu- 
morous illustration of “Dad” as an 
African explorer who has just cap- 
tured a huge lizard. 


The lizard, shown at the bottom of 
the display in the photo, represents 
the genuine lizard inserts in Speidel’s 
Leatha-Elegance bands. The display, 
lithographed in full color, holds three 
of the watchbands as seen on the 
firm’s $100,000 TV give-away, “The 
Big Surprise.” 


The display has a separate top 





piece with the Father’s Day “pitch” 
deleted so dealers can use it after. 
wards. 


Elgin Develops One-Piece 
Regulator Pin for Hairspring 


Elgin National Watch Co. has an 
nounced the development of a new 
one-piece regulator pin said to per- 
mit much closer adjustment of hair- 
spring vibration. 

The new pin is “a significant ad- 
vance in the horological field,” says 
W. M. Brandes, vice-president in 
charge of manufacturing 

The new development replaces two 
regulating pins used by watch-makers 
to regulate hairspring vibration in 
which the amount of vibration was 
controlled by bending the pins to 
gether; since no two watchmakers 
bent the pins exactly the same way, 
or with the same amount of space 
hetween them, the hairspring was 


subject to wide variations. The new 
pin permits a closer adjustment of 
vibration—which means more accu- 
rate time and less frequent adjust- 
ment. 
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Landers, Frary & Clark Offers 
7-Color ‘Coffeematic’ Display 


Landers, Frary & Clark, New Brit- 
ain, Conn., manufacturer of “Univer- 
sal” household products, is currently 
offering dealers a new 7-color litho- 
its new 1956 


graphed display for 
Universal “Coffeematics.” 


The display, shown in the photo, 





has a recessed shadow box to feature 
the new 10-cup model and a palette 
on which to stand the 8-cup and 10- 
cup copper models. The display is 
packaged one to a master carton and 
is available without extra charge. 


Holmes & Edwards Offers New 
Buffet Service in 'DeepSilver' 


Holmes & Edwards Division of The 
International Silver Co. is currently 
offering a new 50-piece buffet service 
for 12 that is priced the same as a 
formal service for eight. 

The new service, shown in the 








photo, retails for $100-——-with a choice 


of modern or traditional chest. It is 
available in all the new “DeepSilver” 
patterns. 

To alert the modern hostess to 
Holmes & Edwards new type of Deep- 
Silver service, Life magazine will 
carry a full-page color advertisement 
in the July 23 issue. 





Keepsake Promotes Trade Name 
Listing in ‘Yellow Pages’ 


“Look in the yellow pages of you: 
telephone book for the name of your 
nearest Keepsake Jeweler” is the slo- 
gan currently being promoted by 
A. H. Pond Co., Inc., Syracuse, N. Y.., 


for “Keepsake” jewelers participat- 
ing in the cooperative Keepsake 
Trade Mark heading and Trade 


Name listing in local telephone direc 
tories. 

Photo shows the illustration that is 
being used in conjunction with Keep- 
sake advertisements in leading maga- 
zines to promote the program. 

In cities over 50,000, Keepsake 
pays the full cost of a Trade Mark 
listing; dealers pay only the cost of 
listing their store names beneath it. 





In towns of less than 50,000, Keep 
sake has authorized a Trade Name 
listing and pays 50¢ of the monthly 


cost of each dealer's listing be- 


neath it 


Lucien Piccard Announces 
New Palladium Line 

Lucien Piecard-Watch Corp., 37 W 
47th St., New York, will use pal 
ladium in the manufacture of 80 per 


cent of ite white jewelry production, 
according to an announcement from 


A. Blumatein, head of the firm. 


The new line of Lucien Piccard 
Originals in palladium is to be made 


available to retail jewelers at the an 


nual trade show of the ANRJA in 
August. 
Introduction of the new line wil! 


be supported by a strong advertising 


and sales promotion campaign. High- 
lights will be advertising and pub- 
licity in national consumer maga- 
zines, TV and radio, and a merchan- 
dising and dealer-aids campaign 
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Minnesota Mining Offers Deals 
On ‘Scotch’ Tape & Dispensers 


A 90-day promotion for two tape 
and dispenser combination deals— 
running through July %41-—-was re- 
cently announced by Minnesota Min- 
ing and Manufacturing Co., Dept. 
14-83, St. Paul, Minnesota. 

The deals offer 12 rolls of its 
“Seotch” brand cellophane tape and 
two deluxe desk dispensers—with the 
second dispenser included at no extra 
cost. Deal “R” consists of the dis- 
pensers and a dozen %” rolls, offering 
buyers a $2.84 saving. Deal “5S” con- 
sists of a dozen %” rolls and a dis- 


e « 


penser, offering a saving of $2.55, 


Arien's New Trophy Booklets 
Cover Four Price Brackets 


Arlen Trophy Co., 50 Gold St., 
Brooklyn, New York, is currently of- 
fering its authorized dealers four 
copyrighted “Trophy Selectors” to aid 
them in helping customers choose 
their trophies and awards. 


The four booklets, shown in the 
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photo, are printed in three colors and 
include illustrations of trophies and 
awards in four price brackets: “The 
New Line of ‘Oscars’ from $1.80 and 
Up”; “Individual Award Trophies” 
from $3 to $13.75; “Team Champion- 
ship Trophies” from $14 to $30; and 
“Championship Trophies from $31 
and Up.” 

The brochures are offered free to 
dealers in small quantities; in larger 
quantities, they are supplied with 
dealer's imprint, on a 50-50 coopera- 
tive basis——Arlen paying half the cost 
of printing the booklets and of im- 
printing them with the dealer’s name. 


Naomi Offers 20-Page Catalog 
Featuring lis Findings Line 
Naomi, Island Park, New York, 


is currently offering dealers a compre- 
hensive new catalog featuring its 
complete line of findings. 

The catalog, entitled “Jeweler’s 
Findings,” is 20 pages in length and 
includes a total of 78 different items, 
many of them illustrated. Copies of 
the new catalog, along with prices and 
information, may be obtained by writ- 
ing to the firm. Merchandise is avail- 
able through authorized Naomi ma- 
terial houses. 





Ronson Offers Special Deal 
On ‘Capri’ & ‘Essex’ Lighters 

| Ronson is currently offering a spe- 
cial lighter deal, the EC-10, which in- 
cludes a selection of new “Essex” and 
“Capri” lighters, with emphasis on 
their exclusive “swivel base” easy- 
fueling feature. 

With the purchase of nine of these 
popular lighters, the dealer receives 
one Capri, which retails for $8.95, as 
a bonus gift. 

Photo shows the new window dis- 
play unit being offered free of charge 
with the promotion. It dramatically 





presents the Essex and Capri lighters 
and attracts attention with a unique 
mobile “swivel base.” Ronson’s swivel 
base consumer ad, the new window 
streamer featuring the lighters and 
newspaper mats are also included in 
the pre-packed deal. 


Aluminum Cooking Offers New 
‘Kensington’ Display Unit 


As part of its spring promotion for 
gift business, The Aluminum Cook- 
ing Utensil Co., Inec., New Kensing- 
ton, Pa., is currently introducing a 
plywood display unit for its line of 
“Kensington” products. Cost is $5, 
delivered. 

The display, shown in the photo, 
holds any selection of six trays, plus 





upright items such as tumblers, pitch- 
ers and bowls. The unit is black, 
with a metal Kensington sign in gold 
color. Overall dimensions are: length, 
32 inches; depth, 12% inches; and 
height, 18 inches. 





Two New ‘Starfire’ Displays 
Offered by A. H. Pond Co. 


A. H. Pond Co., Inc., Syracuse, 
N. Y., is currently offering dealers 
two new display pads of “morning 
dew” gray and maroon velvet for its 
line of “Starfire” diamond rings 


The pads, shown in the photo, are 
part of a complete Starfire dealer- 
merchandising program that includes 





window and in-store displays, free 
mat service, a neon sign, counter 
card, guarantee certificate, special 
gift offers and direct mail literature. 

Display pad S-156-T6 holds six 
Starfire ring sets; pad S§S-156-T4 
holds four sets. 


1956 ‘Tie-Tie’ Gift Wrappings 
Refiect Far Eastern Motifs 


A high-fashion note of Far East- 
ern influence lends a touch of charm 
to the 1956 “Tie-Tie” Christmas gift 
wrapping line created by Chicago 
Printed String Co., 2300 Logan Blvd., 
Chicago. 

Indian and Mosaic patterns in the 
new Tie-Tie line, as shown in the 
photo, combine to present the unusual! 





along with the familiar pine cones, 
belis and Santas of Christmas-time. 
Supplementing the religious, Old 
World and Victorian paper designs 
are new creations of stripes, star 
sprays and musical motifs high- 
lighted with special dusted effects. 
These papers retail from 15¢ to $1. 

The new Tie-Tie line also features 
a new style accent with “Taglio Sat- 
intone,” a new thermo-printed gift 
tie in % in. and 1%-in. widths, 
priced from 50¢ to $1. Tie-Tie four- 
spool sets are available in two put- 
ups, each at $1 retail. 
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C. & E. Marshall introduces 
New Waterproof Watch Tester 


C. @& E. Marshall Co., Box 7737, 
Chicago, is currently introducing a 
new waterproof watch testing ma- 
chine, the “Peerless,” said to be 
capable of testing watches in ac- 
cordance with U. S. government reg- 
ulations and specifications. 

The new machine, shown in the 
photo, is designed to test any water- 
proof watch regardless of make or 
size with absolutely no danger of get- 
ting water inside the case, according 
to J. K. Marshall, president of the 
firm. It sells for $34.95. 

The Peerless has a removable test- 
ing chamber which can easily be dis- 
engaged for refilling; the Neoprene 
“O” ring gasket at the tep of the 
chamber is said to be a foolproof air 
pressure seal. Each of the machines 
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is safety tested to twice the pressure 
necessary to test watches. 

The base is cast aluminum with a 
black wrinkle finish, the screw cap is 
cast aluminum and the suspension 
rod is stainless steel. All metal parts 
are rustproof, 


RCA Plans Extensive Campaign 
For New ‘Personal’ TV Set 


RCA will make full use of al! ad- 
vertising media to introduce its new 
compact “Personal” TV receiver to 
the public, according to an announce- 
ment from J. M. Williams, manager 
of advertising and sales promotion, 
RCA Victor Television division. 

“Television, radio, magazines, 
newspapers, billboards, in-store dis- 
plays and mailers are all included in 
our extensive campaign to call atten. 
tion to this amazing new set,” says 
Williams. 

Full-page insertions will appear in 
such mass-circulation magazines as 
Saturday Poat, Better 
Homes and Gardens, TV Guide and 
This Week. Independent Sunday 
supplements and general newspaper 
coverage are aiso included. Commer- 
cials on the new Personal] set will be 
featured on four NBC-TV shows and 
four NBC-radio shows. 


Evening 
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Parker Pen Display Features 
Revolving ‘Merry-Go-Round’ 


Since the May-June selling season 
is second in importance only to 
Christmas-time to the makers of 
high-styled writing equipment, 
Parker Pen Co. is currently offering 
its dealers a new window and counter 
display designed to catch the spirit 
of summertime. 

Photo shows the new display, “Car. 
ousel,” which combines color, motion 
and merchandise. 

Four lines of fountain pens and 
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ball-points are included in the dis- 
play, which revolves slowly to permit 
inspection of selling message and 
products. It is 13% in. high by 9's 
in. in diameter. 


Amity Offers Six-Pack Unit 
Of Ladies’ ‘Key Kaddy’ Cases 
Amity, West Bend, Wis., is now 
offering dealers a new six-pack unit 
of its ladies’ “Key Kaddy” key cases. 
They retail at $2. 
The unit, shown in the photo, con- 





tains six of the smooth cowhide cases 
and comes with a colorful easeled dis 
play. Colors are powder blue, flame 
red, apple green, pink, champagne 
and white. 

All Key Kaddies are made with a 
new patented 4-hook assembly and a 
jeweled tab closure; each is perma- 
nently registered in case of loss, 


25 Per Cent Trade-in Allowed 
in “Tru-So' Ring Promotion 


David Sarkin, Inc., 37 W. 47th St., 
New York, manufacturer of “Tru- 
So” wedding bands, achieved such ex- 
cellent results with its Trade-In pro- 
motion last fall that it is being 
expanded for summer wedding ring 
business, according to an announce 
ment from the firm. 

In conjunction with the promotion, 
the firm is offering dealers a new 
display unit, shown iu the photo, 
which features a bride doll and seven 
diamond wedding bands, retailing 
from $59.50 to $139.50, on a black 
velvet panel. 

The retail prices are subject to a 
25 trade-in allowance which the re- 
tailer offers on any karat gold ring 
the consumer brings into the store. 





Sarkin gives a $25 special allowance 
to the retailer on the cost of the 
package—and the retailer keeps the 
trade-in ring. 


Girard Perregaux Announces 
Extensive Advertising Campaign 

Girard Perregaux, 610 Fifth Ave., 
New York, Swiss watch importer, 
will launch an extensive advertising 
campaign in the second half of 1966 
and the early part of 1957, according 
to an announcement from Jean Graef, 
president of the firm. 

The watch importing firm will 
highlight its expanded advertising 
progrem with dramatizations of the 
role played by its franchised dealers. 
A double page spread in a leading 
magazine will spearhead 
supported by 


consumer 
the campaign and be 
tie-in promotional material. 

“Being careful in the selection of 
our dealers has proved its merit 
and allows us to talk about them as 
well as our product,” says Graef, 

“It is this consistency of distribu- 
tion and quality of product that leads 
us to continue to underscore our 
‘class’ approach,” Graef points out. 

Graef attributes the firm’s success 
with “class” watches to two factors: 
the greater number of consumers who 
are now able to afford a fine watch, 
and Girard Perregaux’s emphasis on 
refinement in styling. 
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L & R Mfg. Co. Offers New 
‘Clean Sweep’ Demagnetizer 


L, & R Manufacturing Co., 577 Elm 
St., Arlington, N. J., manufacturer 
of watch cleaning machines, cleaning 
solutions, chemicals, toole and acces- 
sories, has introduced a new “Clean 


~ 





Sweep” demagnetizer said to assure 
positive elimination of objectionable 
magnetiem in a few seconds. 

The new machine, shown in the 
photo, has a list price of $21.50; it is 
a completely self-contained unit en 
cased in durable, black plastic. To 
use it, the watchmaker places the 
test watch ir a special opening, turns 
the knob one-quarter turn to the 
right and then returns it slowly to the 
original position. The new machine 
is eaid to be suitable on all types of 
movements. 


Speidel's New Mat Book Covers 
Five Types of Merchandise 


Speidel is currently offering dealers 
a new spring-summer book of news- 
paper ad mats. 

The new book, available free of 
charge, is divided into five sections: 
men’s jewelry; graduation gifts, with 
emphasis on the new “Heart-Throb” 
Photo Ident; Father’s Day; watch 
repair; and a TV tie-in section fea- 
turing merchandise being heavily ad- 
vertised on Speidel’s $100,000 quiz— 
“The Big Surprise.” 


New Hermes Offers Template 
For Tie-In With Photo-idents 


New Hermes Engraving Machine 
Corp., 13-19 University Place, New 
York, is currently offering a new 
specially-designed heart-shaped tem- 
plate which jewelers can use to tie-in 
with the current Speidel “Heart- 
Throb” Photo-Ident promotion. 

The template, available in two sizes, 
can be used to speed up the engraving 
of the Heart-Throb bracelet; in addi- 
tion, it can be used to engrave other 
items. Details and prices may be ob- 
tained by writing to the firm. 
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Ronson To Begin Co-sponsoring 
CBS-TY Dramatic Show in Fall 


Ronson will co-sponsor a full hour 
portion of “Playhouse 90,” CBS-TV’s 
new coast-to-coast 90-minute show be- 
ginning Thursday, October 4, accord- 
ing to an announcement from Louis 
V. Aronson II, 

In addition to pocket lighters, table 
lighters and accessories, the show will 
be used to advertise Ronson’s men’s 
and ladies’ electric shavers. The new 
TV campaign will not affect Ronson’s 
regular advertising in other media, 
Aronson reported. 


Mele Adds New ‘Squire’ Model 
To Line of Men's Jewel Cases 


Mele Manufacturing Co., Inc., 366 
Fifth Ave., New York, is currently 
introducing a new model, the 
“Squire,” to its line of men’s jewel 
cases. It retails for $4.98. 

The new case, shown in the photo, 
has individual slots for 12 pairs of 
cuff links, pockets for collar stays, tie 





bar and individual compartments for 
watches, rings and other jewelry. It 
is availuble in simulated leather in 
jet black with scarlet corduroy lining 
or suntan with matching corduroy 
lining. 


Tie-In Materials Offered For 
‘Feature Lock’ C8BS-TV Show 


Feature Ring Co., Inc., 180 W. 46th 
St., New York, is currently offering 
dealers a new promotion package con- 
taining newspaper ad mats, large and 
small counter cards and window 
streamers to help them tie-in with 
“Feature Lock” on the new Guy Lom- 
bardo “Diamond Jubilee” TV show. 

The show originates in New York 
on Tuesday evenings at 9, E.S.T.., 
over the coast-to-coast CBS-TV net- 
work. Highlights of the show are the 
“Feature Lock” diamond rings that 
are awarded to contestants who have 
written in from various parts of the 
country. 

“Jewelers say that ‘Feature Lock 
on Diamond Jubilee’ is creating a 
wide public consciousness of Feature 
Lock Diamond Rings,” said a spokes- 
man of the firm. 








Community Editorial-Type Ads 
Designed As Dealer Service 


The Community division of Oneida 
Ltd. Silversmiths is currently supple- 
menting its regular trade advertising 
with a new “low sell” editorial-type 
campaign designed as a service to 
dealers and sales people. 

The new campaign features double 
page spreads with an editorial for- 
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mat, as shown in the photo, which 
are designed to conform to the edito- 
rial format of JEWELERS’ CIRCULAR- 
KEYSTONE, 

The ads are numbered, and by clip- 
ping them silverware dealers can 
build an up-to-date Community sales 
manual. 

The June ad in JC-K is entitled, 
“June, The Ideal Month for Silver- 
ware Sales.” It highlights the many 
gift-giving opportunities of the 
month —- weddings, anniversaries, 
birthdays and graduation — and 
shows that silverware is not only a 
prestige gift, but affords the solution 
to gifts for all occasions and budgets. 





Jacques Kreisier Offers 
Comprehensive Ad Mat Book 


A new free newspaper ad mat book 
is currently being offered to dealers by 
the advertising department, Jacques 
Kreisler Manufacturing Corp., North 
Bergen, N. J. 

The new book, shown in the photo, 
is said to represent one of the most 
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comprehensive newspaper advertising 
services in the watch attachment and 
cigarette lighter fields. The new mats 
are designed to fit the ad programs 
of both large and small jewelry 
stores. Master mats and “drop-in” 
mats provide an extra tool for indi- 
vidualized store promotions. 
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G-E Telechron Offers New 
impulse-Sale Display Package 


Three of the most popular electric 
clocks in its line are combined in the 
“Salesmaker,” a new display package 
designed to stimulate impulse buy- 
ing, currently being offered by G-E 
Telechron. 

The display unit, 


shown in the 


photo, includes “Starter,” in a gray 
case with newly-styled dial to retail 
at $3.98; “Room-Mate,” with lumi- 
nous dial at $4.98, and “Swirl,” for 
kitchen or bath at $4.98. To provide 
back-up stock, a duplicate of each 
model is packed with the display in 





its regular unit carton. Clocks in the 
Salesmaker pack are being featured 
in 4-color ads in Sunday supplements 
of 58 newspapers in key cities. 


Waterproof ‘Minerva’ Timer 
Offered by M. Ducommun Co. 


M. Ducommun Co., 580 Fifth Ave.. 
New York, is currently offering the 
“Minerva” yacht timer with a new 
shock and waterproof outer case. 

The timer, shown in the photo, has 
a case made of shock-absorbent rub- 
ber with two pierced tabs for attach- 
ing a neck strap. All operations, in- 
cluding winding, start, stop, and 
flyback to zero, may be carried out 
without removing the outer case. 

Dial of the timer has a small hand 
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which travels over three 5-minute 
segments, each colored to correspond 
with customary race-committee sig- 
nals. Long hand shows seconds re- 
maining in each interval. 
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Miniature Point-of-Sale Stands 
Hold Single ‘Colibri’ Lighter 


Jacques Kreisler Manufacturing 
Corp., North Bergen, N. J., is cur- 
rently offering dealers new point- 
of-sale display stands for its line of 
“Colibri” lighters. The stands, which 
display a single lighter, are of sturdy, 
heavy gage plastic; color is baby 
blue, with gold colored copy on a dark 
blue field. A _ precision-engineered 
well on top of the stand holds the 
lighter firmly in place. Three stands 
are supplied free with each 12 
lighters. 


SKL Offers Display Unit For 
Stainless Flatware Patterns 


In a move intended to make the se 
lection of patterns in stainless flat- 
ware easier, the SKL Co., Inc., 15 W 
47th St., New York, jewelry whole- 
saler, is currently offering a wall or 
window display to dealers. 

The display, shown in the photo, 
holds 20 different patterns of five of 
the leading stainless flatware manu 
facturers. The unit displays a knife, 








fork and spoon of each pattern; a re- 
movable plaque below the pieces con- 
tains the pattern name and identifies 
the manufacturer. 


Built with a white wooden frame 
and red velvet background, the dis- 
play unit is given free of extra 
charge to dealers purchasing the 
merchandise displayed. 


New Series of Musical Jingles 
Created for Gruen Dealers 


Raymond Scott, well-known mu 
sical personality, has created a new 
series of radio and TV jingles for the 
Gruen Watch Co.’s nationally and lo. 
cally-sponsored programs, according 
to an announcement from the firm. 

In keeping with Gruen’s “Newest 
Look In Time” theme, Scott has cre- 
ated new “sounds” and “effects.” The 
jingles allow local store-identification 
to be inserted by the dealer’s own an- 
nouncer. Gruen has an extensive vari- 
ety of the jingles, which come in 30- 
second or one-minute segments, to 
provide a dealer with “exclusive” 
transcriptions in his area 


Glenwood Products Introduces 
New Aerosol Anti-Tarnish Spray 


Glenwood Products Corp., 366 Fifth 
Ave., New York, is currently intro- 
ducing a new anti-tarnish aerosol 
spray, “Silver Sheeld,’ to the retail 
jewelry trade. An tl-oz. can sells 
for $2. 

The new clear liquid plastic is said 
to envelope the silver surface with a 
protective coating that retains the 





“just polished” look indefinitely. Hol- 
lowware pieces, which are generally 
kept stored in cloth wrappings, or else 
must be constantly re-polished, can be 
sprayed with the new plastic and left 
for long periods of time without 
polishing. 

Pieces that come into contact with 
food can easily be washed off; after 
use they can be polished and re 
sprayed for protection. Cost to the 
retailer is $14.40 per dozen cans. 


Mats and displays are provided with 
orders. 





Photo shows T. H. Robsjohn-Gibb- 
ings, well-known furniture designer, 
admiring an “Atmos Perpetual Mo- 
tion” clock in one of the contemporary 
settings he designed for the Widdi 
comb Furniture Co. The Atmos, man 
ufactured by Le Coultre Watches, 
Inc., 580 Fifth Ave., New York, is 
powered by the unfailing daily 
changes in the atmosphere. It retails 
for $99.50. 

Robsjohn-Gibbings and his furni 
ture were given the cover and eight 
editorial pages, including five in color, 
in the May issue of House Beautiful 
magazine. 
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Hamilton Establishes Awards 
For Radio & TY Commentators 


The establishment of “Hamilton 
Time Awards” to honor radio and TV 
commentators for distinguished ser- 
vice to the community, state or na- 
tion, was recently announced by 
Lowell F. Halligan, vice president of 
Hamilton Watch Co. 

Award winners will be presented 
with an engraved Hamilton watch 
and a scroll signed by Hamilton offi- 
cialse and members of the committee. 

A seven-member committee, made 
up of newspaper reporters and edi- 
tors throughout the U. &8., has agreed 
to select the award winners. Candi- 
dates will be nominated by individual 
committee members and will then be 
judged for the award by the commit- 
tee as a whole. 


Wadsworth-Hadley Introduces 
Simplified Universal End Link 


A universal end link for ladies’ 
watch bands which resists breakage 
1) per cent better than older types 
has been developed by Wadsworth- 
Hadley division of Elgin, according to 
H, E. Rich, sales manager of the firm. 

The new end link, shown in the 
photo, has only three parts: the claw, 
which connects the bracelet to the 
watch lugs; the lateral spring, which 
holds the claw in place; and the box, 
which houses the spring. Once inside 
the housing, the spring automatically 





locks itself on raised notches; a small 
notch midway in the housing acts as 
a double safety against the spring 
slipping out. 

When full-scale production is 
reached, three standard claws will be 
used on all Wadsworth-Hadiey brace- 
lets; they will be interchangeable to 
reduce inventory problems. 


Davidson Acquires More Space 
For Expansion of Facilities 


In order to increase its sales and 
credit departments and manufactur- 
ing facilities, Davidson & Sons 
Jewelry Co., Inc., ring manufacturer, 
has taken additional space in the 
building it occupies at 20 W. 47th 
St., New York. In addition, the pres- 
ent quarters wiil be remodeled. 
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Lindley Box Introduces New 
Line of Folding Gift Boxes 


Lindley Box & Paper Co., Marion, 
Indiana, is currently introducing its 
new “Silver Supreme” line of folding 
gift boxes. 

Boxes in the new line, as shown 
in the photo, feature a silver pattern 
which makes it unnecessary for the 
dealer to add further covering. Deal- 
ers need not purchase nests or pre- 
selected assortments, as they may 
order only the specific sizes they re- 
quire. The new boxes, which can be 
stored in very little space, are avail- 





able in a wide variety, suitable for 
gifts of every size and occasion. 

A free color folder on the new line, 
as well as samples, may be obtained 
by writing to the firm. 


1881 (R) Rogers (R) Offers 
Special Butter Dish & Knife 


1881 (R) Rogers (R) division of 
Oneida Ltd. Silversmiths is currently 
offering a butter dish and butter 
knife set as an introductory special 
for its new “Lilac Time” silverplate 
pattern. 

The dish has a silverplated cover 
and matching lift. The set, a $6.95 
value, is being offered for $3.95 during 
the introductory period. It is pack- 
aged in a gift box and will be sold in 
units of six, with a free window or 
counter display. 


Ronson Gives Advance Notice 
Of New ‘66’ Electric Shaver 


Louis V. Aronson, II, president of 
Ronson Corp,. recently sent a per- 
sonal letter to the firm’s distributors 
and dealers, advising them of the 
forthcoming introduction of its new 
electric shaver, the Ronson “66.” 

He pointed out that deliveries to 
the trade of the new mode! will not 
start until after Father’s Day, at 
which time trade stocks of Ronson’s 
present electric shaver would be re- 


duced. 


Mido Offers Window Display 
Featuring Golfing Theme 


Golfing is the theme of a new win- 
dow display currently being offered 
to jewelers on a free loan basis by 
Mido Watch Co. of America, Inc., 580 
Fifth Ave., New York. 

The display, shown in the photo, 





features a simulated miniature golf 
course with realistic-looking accesso- 
ries, including a golf bag of multi- 
colored Seotch plaid trimmed in 
leather, polished hardwood clubs, a 
green velvet “fairway” and real golf 
balls. The unit measures 41% in. 
wide by 27 in. high by 17 in. wide. 
The golfing theme helps dramatize 
Mido’s activity features: self-wind- 
ing, waterproof, shock-nrotected, 
anti-magnetic and unbreakable main- 
spring. Jewelers are being advised to 
set up the display on dates that coin- 
cide with local golf tournaments to 
take advantage of increased sports 
interest in their community. 


Longines Offers New Catalog 
Featuring 81 Deluxe Watches 


As part of the celebration of Lon- 
gines’ 90th Anniversary year, Lon- 
gines-Wittnauer Watch Co. is cur- 
rently offering its avencies a new 38- 
page catalog of its deluxe watches. 

The catalog, shown in the photo, in- 
cludes illustrations of 54 ladies’ 
watches, including diamond watches 
and bracelets and the new backwinds, 
and 27 men’s 14K and 18K gold 





watches, including thin waterproofs, 
ultra-thin dress watches, wrist chro- 
nometers and automatic models. 
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News of Personnel 








W. E. O’Brien, vice president, 
Toastmaster Products division, Mce- 
Graw Electric Co., announces the ap- 
pointment of R. C. Rasmussen as dis- 
trict manager in the Florida territory. 
Rasmussen, associated with Graybar 
Electric Co. for more than 10 years, 
will represent Toastmaster on its 
electric housewares and commercial] 
cooking equipment lines. 


Don Carlberg, manufacturers’ rep- 
resentative at 657 Mission St., San 
Francisco, has announced that he is 
now representing the Ross Manufac- 
turing Co., Providence, Rhode Island, 
manufacturer of costume jewelry. He 
will cover California, Oregon, Wash- 
ington, Colorado, Utah and Arizona. 

Bob W. Dresel, manufacturers’ rep- 
resentative at 3228 Anza St., San 
Francisco, has been appointed to rep- 
resent the “American Beauty” dia- 
mond ring line of Untermeyer, Rob- 
bins & Co., 136 W. 52nd St., New 
York. He will cover California. 


Cecil Heighs has transferred from 
the San Francisco division to the Los 
Angeles headquarters of the E. W. 
Reynolds Co., 315 W. Fifth St., Los 
Angeles. 


Beardsley Rum!, president, Jewel- 
ers Acceptance Corp., has announced 
the appointment of Charles E. Haff to 
the staff of the financial concern in 
an executive capacity. Haff was for- 
merly with Commercial Credit Corp. 
and James Talcott, Inc., of New 
York. 


Linda Laché, buyer for I. Lowen- 
bach & Co., has announced the open- 
ing of a new headquarters office and 
showroom for the recently-established 
manufacturers’ distributing firm, 
Handbags Et Cetera, which she is 
heading. The new firm, located at 
2430 W. North Ave., Milwaukee, Wis- 
consin, is designed to save loca! 
buyers the trouble of making out-of- 
town trips to see new merchandise. 


Community Reports Acceptance 
Of New Child and Baby items 


Community division of Oneida Ltd. 
Silversmiths has had an “unusually 
fine” acceptance of its new child and 
baby items in “South Seas” and “Twi- 
light” patterns, according to an an- 
nouncement from the firm. 

A complete line of pieces, ranging 
from the bent baby spoon to the 
6-piece Progress Set is now available; 
packaging consists of see-through ace- 
tate boxes with display pads of blue 
and peach styrofoam. 


Electric Housewares Promoted 
in Seventeen Editorial Spread 


To promote electric housewares and 
kitchen accessories as bridal shower 
gifts, this month’s issue of Seventeen 
magazine is featuring kitchen ap- 
pliance showers for teen-age girls. 

Timed for the wedding season, the 
major editorial spread, in four colors, 
is entitled, “How to Give a June 
Shower.” It spotlights kitchen appli- 
ances and accessories by 17 manufac- 
turers. 

Seventeen encourages the purchase 
of higher-priced appliances as shower 
gifts by introducing a “share-the- 
present” plan, whereby all girls con- 
tribute to the cost of one important 
gift. 








Qualify. 





RARE OPPORTUNITY FOR THREE 


Young, Personable, Aggressive and Experienced Salesmen 
to call on Retail Jewelers and Department Stores in three 
Long and Well Established Territories with America’s 
Finest and Best Known Cultured Pear! Line. 

Territory #+1—New York State, including Westchester 
County and all of Long Island and all New England States. 


Territory #+2—Texas, Oklahoma, Louisiana. 


Territory +3—New Jersey, Maryland, Delaware, Eastern 


; 
. 


Pennsylvania, District of Columbia, Virginia. 


Tremendous Earning Potentials for the Men who can 


ADDRESS 'G., 2115, CARE OF JC-K. 
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BETTER GOLD PLATING 






With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Deport- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. 


N. Y. 14, N. Y. 


© AL 5-8677 
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Success 

















BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and ite work: Your Future and Our Scheel, 
tells how you can benefit eupremely by « 
B.T.S. course, and will be mailed yeu, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. 1. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. 8. is the best 
school,” and the bes jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
Schoo!” which shows how many finest jewelry 
businesses have been built on thorough Bow. 
man Training. 


to BOWMAN TECHNICAL SCHOOL 


Bowman Building, 
Lancaster, Pa. 


Ceurses Approved for Kerean and Other Veterens 








Success, os we know, doesn't shine on every man. Like 
o suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you con 
present your message to the entire jewelry industry. And 


make it easy for success to find you! 


Place your inexpensive classified advertisement today by 


using the convenient form on page 166. 


There is a want-ad category for every need. 
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RATES AND REGULATIONS 







CLASSIFIED ADS 


Remittance in Advance 


“SITUATION WANTED” —-Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED” —"LINES WANTED”—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 


® If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


® No Agency Commission. 


In answering Box Numbers address envelope “Box —,” 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

© Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J] CK.” 


care of Jewelers 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & S6TH STS., PHILADELPHIA 39, PA 


ate mame mm emt ne 
Situations Wanted 


DIAMOND buyer; thoroughly experienced 
in loose and mounted diamonds; good 
background: excellent references Ad- 
dress “F., 2094,” care of JC-K 


DIAMOND salesman; experienced young 
man seeks position with loose goods 
house; references furnished Address 
“H., 180,” care of JC-K. 


SALESMAN with following in the south 
wishes line of diamond jewelry or al- 
lied line; expense plus commission. Ad. 
dress 174," care of JC-K 


FEMALE bookkeeper f. c. typist, 
balance ; schedules, taxes; fifteen years 
same position on 47 street; executive 
ability; phone Hollis 5-8698 or 7628 


tria) 


MANAGER; experienced in all phases of 
jewelry store operation; Florida or 
California preferred. Address “G., 
2056," care of JC-K for more details 


—_—-- re 


INTELLIGENT counterman : outstanding 
record cash and time sales : middle age: 
highest reference. Address “S., 2089," 
eare of JC-K 


— wee. 


PRESENTATION box salesman: national 


acquaintance wholesalers, importers, 
manufacturers; expert consultant 
unique jewelry packaging Address 


“S., 2008,” care of JC-K 


JEWELER, 12 years’ experience on piati- 
num, gold; can do light special orders 
and repairing; wishes position any- 
where $2 per hour Address 186," 
care of JC-K 








ENGRAVER, 28 years experience, flat 
ware, hollowware and general jewelry 
engraving, desires position with better 
class retail store Address “H., 20856," 
care of JC-K 


COMBINATION jeweler, 
diamond setter; 28 years experience, 
now employed, desires change; only 
high class retail store considered. Ad 
dress “H., 2084," care of JC-K 


engraver and 


WATCHMAKER, salesman: 
perience ; beet of references ; further in 
formation address Haughn'sa Watch 
Shop, 215% 8. Walnut St., or call 4704, 
Muncie, Indiana Rex F. Gelly 


years of ex- 


JEWELER, diamond — setter, working 
supervisor, now employed, 28 years’ ex 
perience: will consider only high clases 


retail store Address “li. 2083." care 
of JC -K 
PRODUCTION manager many years ex 


perience all aspecta manufacturing 
bridal sets, fancies, die etruck and caat 


resume full detaile on request. Address 
“S., 176," care of IC-K 
WATCHMAKER, married, age 39; 16 


years experience at bench; permanent 
wition with highest type jewelry store, 


lorida or California preferred Ad 
dress “G., 2065." care of JC-K 

SALESMAN: owner's assistant for fine 
store New York City area; fifteen 
years’ experience buying, selling dia- 
monds, watches, jewelry excellent 
references. Address “S., 2100," care of 
JIC-K. 


ee ee en 


DIAMOND assorter and appraiser; ex 
perienced in mounting rings, fill orders 
number of years with large ring manu 


facturers: references: New York City 
preferred Address “P., 184," care of 
JIC-K 
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MANAGER top salesman, thoroughly de- 
pendabie, experienced all phases credit 
jewelry business; past owner similar 
business for fifteen years; desires posel- 
tion with future, preferably Florida 
Address “182,” care of JC-K 


DIAMOND expert, twenty-five years ex 
perience; diamond manufacturing, buy 
ing, selling in European American mar 


ket, only will established house be 
considered Address “173. care of 
JO-K 

HARLEM experience; superb salesman 
expert appraiser, card writer, diamond 
merchandiser; cash, credit or fast 


pawnshop operation; peak performance 
guaranteed; reference Address “8S 
2070," care of JC-K 


WATCHMAKER, 19 years experience 
finest references; 40 years old: mar 
ried; go anywhere: salary or commis 
sion; former employer gone out of 
business Address “B., 1822," care of 
JC-K 

MANAGER; 25 years thorough experi 


ence all phases credit jewelry business 
top flight salesman, buying, merchan 
dising and display; can assume full re 
aponsibility Address “J.. 2080. care 
of JC-K 





eee ——_—-— 


OPERATOR seeks unit managerial or 
traveling supervisory job; strong ex 
perience every phase voluminous retal! 


credit procedure; middie age, highly 
bondable Address “S.. 2063," care of 
JC-K 

DISTINCTIVE line wanted: mountings. 


wedding rings; greater New York, every 
surrounding area 200 milea; nominal 
salary, expense, plus commission; top 
reference Address “S.. 2067," care of 
JC-K 


WATCHMAKER, age 43, capable 
seasoned; excellent references econ- 
cerning ability, integity and indus 
try; relocate immediately in store 
or shop offering permanent promie- 
ing connection, Address care of 


JC-K. 


SALES executive I am looking for «@ 
position that can utilize my talents, 
complete chain experience; presently 
merchandise manager for large south 
ern jewelry chain: avaliable for inter 
view and will relocate if offer warrants 


Address “D.. 2096." care of IC-K 

SALEBRMAN, better jewelry, deatrer 
change territory metropoittan New 
York, Long Island, Delaware, Mary 
land, Penneyivania, Dietrict of Colum 
bia: established line only considered 
good references Addresa “W., 179 
care of JC-K 

WATCHMAKER, 49; HMuropean trained 


factory and store experienced, fast and 
accurate on all makes including com 
plicated watch repairs; Watchmaster 
timing; can manage Gepartment; neo 
preference on location Addressn “W 
2099," care of JIC-K 


MANAGER: executive ability, 25 years 
experience all phases jewelry business 
sales, credits, collections, merchandis 
ing, advertising, window trim; desire 
affiliation deep south, Florida pre 
ferred Address “V 2102.” eare of 
JC-K 


(Continued on page 162) 
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SITUATIONS WANTED ontinued 


_ ~ 


WATCHMAKER and engraver ; first class 
store only, with people who appreciate 
fret ciagase work; have more than 256 
years experience in finest stores in the 
country; can take full charge of de- 
partment. Address “li., 2043,” care of 


JC-K 
CERTIFIED watchmaker, experienced, 
wee 647, married, desires permanent 


position with reliable jewelry store 
with good working conditions; only in- 
terested in quality work; can give ref- 
erences; south or southweat Address 
“A., 2006," emre of IC-K 


AVAILABLE, supervisor or assistant to 
ewner for chain; middle thirties; 
20 years’ experience; thorough 
knowledge of all phases so neces- 
sary to « successful and profitable 
operation; ability to inspire through 
contagious enthusiasm. Address uf 


2082,” care of JC-K. 


“*4 


ACCOUNTANT, age 43, business ad- 
ministration degree; retailing and 
emall business background; quali- 
fied financial and tax matters, unit 
or dollar inventory control for de- 
partmental open to buy, turnover, 
and monthly statement preparation. 
Address care of JCU-K. 


DIAMOND expert, experienced in setting 
up syeternse of assorted goods in single, 
full and fancy cut diamonds, seeks posl- 
tion with organization that can use @ 
man who can take charge of diamond 
department, help buy, pick for mount- 
mes, Hill orders; excellent references 
Addreas “8., 172, care of JC-K 


ATTRACTIVE, well poised woman with 
diversified experience in all phases of 
merchandising, production, buying, sell- 
ing, and etyling of engagement and 
wedding rings; accustomed to seeing 
things through from inception to sale; 
excellent references Address “K.., 
2112." care of JC-K 


CALIFORNIA : this retail diamond, 
watch, jewelry salesman, buyer, mer 
chandiaer, manager hase earned most 
successful record producing s#reater 
shies volume for high type retailers 
and department stores; Charlies Hynes, 
457 Bouth Honnie Hrae, Los Angeles, 
Dunkirk 7-00656 


BUCCESSAFUL watchmaker higheast 
standards 13 years’ experience; de- 
siren to become affiliated with good 
store with opportunity to purchase ulti 
mately limited capital: will give 
earnest service and interest in ex 
change for genuine opportunity; prefer 
west. Address “S., 2079," care of JC-K 


JEWELERY salesman retail, wholesale, 
management experience: age 30, mar- 
ried, one child; desire position with op- 
portunity in Heverly Hille, California 
area: former resident and local ref 
erences ; to eatablish residence in Banta 
Monica Address “S.. 2039." care of 
JC -K 


we 


BUYER, manager; ambitious, capable 
young man, married, presently em- 
ployed, thorough knowledge of dia- 
monds and mounting of same, ex- 
perienced merchandiser, nearly 10 
years with credit jewelry chain, de- 
sires opportunity; relocating no 
objection; finest references. Ad- 


dress “B., 177," care of JC-R. 


ENGRAVER, with present firm for past 
5% years, wishes to make a change; 
ten years experience, high class work- 
manship, with best of references; 27 
years of age, family man; also have 
knowledge of repairing and setting; 
preter southern location but will con- 
sider all; retail store only Addreas 
“S.. 2004," eare of JC-K. 


KASTERN jewelry salesman, manager : 
22 years wholesale, retail credit experi- 
ence, desires contact for permanent 
position on west coast due to liilness of 
wife; college trained, executive ability, 
superior salesman, can furnish finest 
business and character references; 
leaving for Los Angeles, July 10; reply 
immediately to Box “S., 2047," care of 
JK 


SUPERVISOR and manager; 18 years 
in top management of largest jew- 
elry chain in the East; have demon- 
strated the ability to successfully 
train and inspire an organization; 
the know how in promotions, sell- 
ing and credits; at present super- 
visor of group of stores; an in- 
terview can be arranged; will be 
available in August. Address “F., 
176,”"" care of JC-K. 


HERE te a good retail jewelry man, age 
26, married, a hustier and honorable; 
presentiy managing credit jeweiry 
store: 10 years’ experience, buying, 
selling, advertising, dieplay, collections, 
ete.: looking for life long association 
with possibility of eventually buying 
into business; prefer New York State, 
New Eneland or eastern Pennsylvania ; 
let's talk it over; best of references. 
Address “Hi., 2096,"" care of JC-K. 


AGGRESSIVE, able executive; dynamic 
personality, 36, who gets cooperation 
and successful results; 10 years solid 
experience, sales, buying, merchandis- 
ing, window trimming, personnel train- 
ing in retail eredit jewelry: presently 
managing 760,000 volume unit, tops in 
promotions, radio, T.V. advertising; de- 
sires to associate with progressive pro- 
motional organization working directly 
with top management who requires the 
services of a key man; present salary 
$12,000: south, southenst desirable, Ad 
Gress “!l’., 2077," care of JC- 


ene Vianna tami 
Lines Wanted 


lonmoneecccen ovens 


ATTENTION manufacturers | 
work on platinum and gold 
“F, 2101," care of JC-K 


assembly 
Address 


SALESMAN; entire south; wants to 
add a well known line; good cover- 
age to best jewelers and gift and 
department stores. Address “R., 


2022.” care of JC-K. 


RATED, aggressive wholesale jewelers 
covering Arizona, New Mexico and 
Imperial Valley interested in tieup 
with stone ring and diamond house. 
Address “L., 2076.” care of JC-K. 


REPRESENTATIVE calling on Florida 
auction gallery trade desires an ad- 
ditional volume line; have down- 
town Miami showroom. Address “B., 


2071.” care of JC-K. 


SALESMAN, top wholesale jewelers and 
chain store accounts; metropolitan New 
York and eastern area; wants quality 
line for intensive sales effort. Address 
“s 1186." care of JC-K. 


SALESMAN, age 24, 10 years selling ¢ez- 
perience, seeks established line for mid- 
dle Atlantic, southeastern and southern 
states, either full time line or side line. 
Address “J., 2104,’ care of JC-K 

WESTERN factory representative 25 

years in territory desires fine jeweiry, 

genuine stones, gold or piatinum or any 
prestige merchandise ; commission basis. 

Address “L., 1949," care of JC-K 


SALESMAN now with top rhinestone 
jeweiry store line for 10 years wants 
additional email non conflicting side 
line for Michigan; have 200 retail ac- 
counts Address “Il... 1956.” care of 
JC-K. 


WANTED; top line watches, diamonds 
or costume jewelry for midwest; one 
year experience with top diamond firm; 
one year general line: eight years’ re- 
tail experience; watchmaker and certi- 
fied gemologiat: references Address 
“D., 2048," care of JC 


SALESMAN wants costume jewelry line 
for wholesale trade on a commission 
basis pilus some traveling expenses; 
cover New York, Philadeiphia, Boston, 
(Chicago, Newark; have following for 
past ten years Address “H., 2051,” 
care of JC-K 


Attention all manufacturers of jewelry 
and silverware; we are looking for 
lines as distributors in the Miami area . 
please send catalogs, price sheets and 
information Pan-American Whelesale 
Distributors, Inc., 226 N iD 2nd 
Avenue, Miami, Florida 


AGGRESSIVE manufacturers’ repre- 
sentative seeking two direct lines 
for wholesalers, large chains and 
department stores; sixteen year fol- 
lowing in Chicago and 300 mile 
radius of Chicago. Address Circular 
No. 326, Room 1420 Heyworth 
Bidg., Chicago, Hlinois, 


ANNOUNCING, Dan Ostrof formerly 
representing Lehman Uros. Silver- 
ware in the middlewest for the past 
ten years is no longer associated 
with them; I am available only to 
a reputable, aggressive manufac- 
turer or importer and can offer 
strong high grade sales representa- 
tion: | am a worker and a volume 
producer with an excellent earning 
record; I have a large personal fol- 
lowing amongst department stores, 
chain jewelers, catalog and mail 
order houses, jobbers, premium 
houses and other key outlets; con- 
tact me at my Chicago office; 
Daniel M. Ostrof, 29 E. Madison, 
Room 1802, Chicago, Illinois; all 
replies will be held in strictest con- 
fidence. 


Side Lines 





SALESMAN wanted to carry side line of 
watches and, or, watch attachments 
liberal commission: all replies held in 
strictest confidence Address oe i 
2097.’ care of JC-K 


SALESMAN with non conflicting lines 
and jobber following, to carry line of 
high quality popular priced imported 
expansion bands Microfiex, 22 West 
48th St.. NYC 


SIDELINE salesman, sell attractive, faat 
moving inexpensive line of jewelry 
boxes: many territories open; liberal 


commission; reply giving full details 
Address “R., 2061," care of JC-K 
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SALESMAN wanted for Casting House 
im New York; to call on manufac- 
turers in midwest, large line of 
pearl and stone rings; good oppor- 
tunity. Address, “G., 2072,” care 
ef jJC-K. 


SALESMAN wanted to carry as side line 
through middie west and south a popu- 
lar priced line of platinum, diamond 
ring mountings and wedding bands; 
drawing against commission. Address 
“O.. 2090.” care of JC-K 


SALESMAN with following to carry an 
additional line of established manu- 
facturers emblem jewelry in states 
of Maryland, Virginia, North & 
South Carolina and Georgia. Gran 
and Company, Inc., 546 South Me- 
ridian Street, Indianapolis, Ind. 


SALESMEN to sell the Barbara Bates 
line of manicure sets to retail jewelry, 
gift store and department store trade in 
Carolinas, Georgia, Tennessee, Alabama 
and some southwestern states; liberal 
straight commission basis; write fully 
in confidence to ©. J. Bates Son, Ches- 
ter, Connecticut 


REPRESENTATIVES; salesmen to sell 
nationally advertised quality gift ecut- 
lery direct to retail jewelry stores; ex- 
hibitors at NJA and ANRJA shows; 
attractive commission; protected terri- 
tories; give complete details first let- 
ter Address “K., 2054," care of JC-K 


SALESMEN for several territories on na- 
tionally known line of optical goods te 
jobbers and department stores; com- 
mission; excellent permanent full time 
possibilities for aggressive men. South 
ern Precision Instrument Co., 336 W 
Josephine, San Antonio, Texas 


SALESMAN with retail store following to 
carry non-conflicting side line of popu- 
lar nationally advertised diamond rings 
and wedding rings; write advising pres- 
ent lines, territory covered, references 
Address Circular No. 324, Room 1426 
Heyworth Bidg., Chicago, Il! 


IMPORTED watch line consists of two 
trays of only real fast selling items at 
prices that compete for large volume 
selling; we have been in the watch 
business for 57 years; want aggressive 
salesman with key retail outfits: 
specify territory desired Address “B., 
2067 care of J(C'-K 


SALESMEN with retail following to 
handle complete religious jewelry 
line at competitive prices; many 
active accounts; 12'2% straight 
commission; territories open, Chi- 
cago area, Pennsylvania, Texas, 
New York State, west coast and mid 
west. Address “L., 2092,” care of 


Jc-RK, 


SALESMEN, 2, midwest and south- 
east territories open for aggressive, 
experienced residents, to represent 
manufacturer of outstanding na- 
tionally advertised line of ladies’ 
and men’s 14K jewelry and distine- 
tive gold watches; one or two other 
lines; commission; Chesterfield Jew- 
elers, Inc.. 33 West 46th St... New 
York, New York. 


SALESMEN now carrying costume 
jewelry or other jewelry line wanted 
to sell a non competing iine on a4 
straight commission arrangement; the 
line is well known and the company 
iong established ; territories avaliable in 
western Pennsylvania wWeaetern New 
York and Rocky Mountain states; 
write fully listing present line carried 
confidential Address “H., 2087," care 
of JC-K 





Help Wanted 


DIAMOND assorter and assistant for 
loose diamond concern: call Judson 
2-2566 

WATCHMAKER: state experience age, 
salary expected; Upton Jewelry Co., 82 
(‘ourt Street, Binghamton, N .Y¥ 


WANTED; A-l jeweler, who can repair 
and set stones. Address “V., 1461,"" care 
of JC-K 


WANTED, two A-l watchmakers: per- 
centage basis only. Address “T., 1460,” 
care of J(-K 


SALESMEN wanted 
porter New York 
care of JC-K 


Swise watch im- 
Address “F., 2046," 


EXPERIENCED salesmen wanted for 
many good territories xive complete 
details first letter Address Apex Ac- 
cessortes, Greenwich, Connecticut 


JEWELER on new work and also able 
to set; $2.50 per hour; give full in- 
formation in first letter. Address “S., 
2065." care of JC-K 


WOMAN polisher on fine jewelry of 
mountings and wedding rings; out of 
New York; good position: write in de- 
tall, age, experience, ete Address ‘'S., 
2066,” care of JC-K 


WATCHMAKER; excellent position open 
for good watchmaker: salary or com- 
mission or combination of both; apply 
immediately; Colony Jewelers, 4986 
Monroe Street, Toledo, Ohlo 


HOOKKEEPER, full charge, credit ex 
perience desirable and experience with 
watch importer preferred, but not es- 
sential liberal compensation to right 
party. Address "F., 1986," care of JC-K 


JEWELER with fifteen or more yvears ex. 
perience capable of doing fine work: 


niso able to supervise a shop; write in 
detall Address “Ss 2064." ecare of 
Jt*«K 


YOUNG man, preferably watchmaker; to 
do estimating and take in work in re- 
pair department: fine, central Connectt- 
eut retail store: salary Address “S., 
2091 care of JC-K 


WATCHMAXKER experienced only, for 
fine store in Ohio: state qualificationa, 
references and salary expected in firat 
letter: permanent Address “A., 2040," 

' JOCK 


Cure of 


GENERAL jewelry repairman; excel- 
lent opportunity in fine air condi- 
tioned store; give full information 
in first letter; Carl Lindquist, jew- 


eler, 1137 Broadway, Rockford, Ill. 


SALERMAN wanted: 20 per cent commis- 


chon short fast selling line Magie 
jeweiry takes color of and matches any 
clothing: east const covered \ddreas 


ae i Zid, cnre of Jt" 


*ALMAMEN wholesale south and weer 
comet to represent popular line of watch 
ittachments featured by all the leading 
nationally advertised watch companies 
unusual opportunity Address “F 
204% eare of JCK 


‘ALES representative: wholesale: experi- 
enced road man to represent national 
distributor selling an electric organ and 
complete tine of musical inetrumerts 
tremendous potentialities Address “3S 
2052." care of JC-K 


SALESMAN to represent manufacturer 
of fin top line of stone rings to the 


retail trade in the south including 
Texas and Oklahoma: no objection to 
non-confileting line Address 


1952," care of JC-K 
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SALESMAN for southwest; best known 
and most comprehensive line of 
Searab jewelry, dise jewelry, identi- 
fication bracelets and money clips; 
drawing account. Admark, 714 San- 
som Street. Philadelphia 6, Pa. 


WANTED; experienced jewelry sales 
man, diamonds and watches, to 
take charge concession in big de 
partment store in large southern 
city; exeellent salary plus bonus. 
Address “L., 2059." care of JC-K. 


JEWELRY salesmen; wholesaler needs 
three men for New York, Chicage 
and West coast; 10% straight com- 
mission; department, jewelry store 
following. Address “E., 2078," 
care of JC-K. 


‘ATCHUMAKER, experienced; five day 
week ileal working conditions th 
Northern Ohtlo city, permanent job; 
state age, experience, salary expected, 
in firet letter. Address “H., 2165," care 
of JOCK 


ASSISTANT manager for modern 
credit store in Cortland, New York, 
35 miles south of Syracuse ; must be 
experienced and desire opportunity 
for advancement. Write in confi- 
dence to E. Freed, Alpert’s Jewelers, 
Elmira, New York. 


WANTED; managers; make $15,000 
per year or more; must have com- 
plete credit operation experience; 
immediate openings in several 
western cities; please furnish com- 
plete references. Address “M., 
1994,” care of JC-K. 


SALESMAN with retall following in the 
better stores to sell top line of gold, 
silver and gold filled jewelry consiating 
of charms. bracelets, earrings, brooches, 
ete.: desirable territories avatiable;: all 
communications confidential Address 
“(* 2063." eare of JC-K 


WEST COAST salesman; manufac- 
turer of fine quality line 14K 
overlay on sterling, genuine stones, 
and sterling silver, sold direct to 
retail and department stores, wants 
experienced representation; prefer 
solid gold background. lo ie 
Richards Company, Attleboro, Mass. 


WATCHMAKER, experienced all 
phases watch repairing; must be 
highly skilled, efficient and top 
notch; juniors please do not apply; 
lop wages; permanent; all replies 
confidential; near South Bend, 
Will's Jewelry Store, 107 Lincoln- 
way East, Mishawaka, Indiana, 


_— 
- 


XPERRIENCED man for selling and 
window trimming in established quality 
store near Pitteburch enneyivania. 
muet have personality rignt man can 
have part of the business later: full in 
formation and emall pieture in your 
repiy Addrees a 7114 care of 
ie 


Zz 


AlLM-AMICN steriing siiver hollow ware 
good opportunity for the right men 
several cholce territories open “ive 
complete detaila of territory covered 
all applications will be held in strict 
confidence commission basis Arrow 
emith Silver Corporation 132 Weet 
2@nd Street, New York 11, N. ¥ 


WATCHMAKER : expertenced, and to do 
light jewelry repairing and ring se 
ing: south Arkansas’ largest jewelry 
store. permanent position, excellent op 
portunity estate age experience en 
pected salary and/or comminsion 
Kahn's Jewelers, Ine 219 Main Street 
Pine Hiuff, Arkaneae 


(f‘ontinued on page 164) 
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WATCHMAKER, take charge repair de- 
partment; able to do ring sizing. 
permanent position, good salary, paid 
vacation, excellent working conditions: 
replies held confidential; give qualifica- 


tions, age and experience Dunkin 
Jewelers, 68 North Main St.. Manefield. 
Onto 


$8,000 to $10,000 annually is waiting 
here for a man who is thoroughly 
qualified to manage large volame 
store in northern New York State 
and assist in the operation of four 
others; your knowledge of the 
eredit jewelry business must he 
complete; write in confidence to 
Box “A., 1948,” care of JC-K. 


MANAGER to assist owner, well estab- 
lished credit jewelry store; indus- 
trial city in New Jersey, lots of ac- 
tion; want young man, experienced 
window trimmer, promotional 
minded, good salesman who seeks 


permanent position; state age, 
ualifications and salary desired. 


ddress “G., 2086,"" care of JC-K. 


— 


SALESMAN for nationally known ring 
house; diamonds and colored 
stones; to succeed partner who has 
retired after 36 years in territory 
of Michigan, Indiana and Ohio; 
drawing against commission; reply 
in confidence. M. H, Shiman Co., 
Inc., 48 West 48th St... New York 
36, N. Y. 


KNOWN manufacturer, costume jewelry, 
packaged and many promotions, with 
active accounts jewelry and speciaity 
stores, has openings for resident aales- 
men with following in 1, Bouthweat: 2, 

eat North Contral States: 3, Mountain 
States; 4, Ohio and Pennsylvania: full 
details firet letter; highest commission 
Address “F., 2116." care of J C-K 


LEADING clock importer needs a sales 
representative for 10 §=6southeastern 
states to follow up already established 
accounts and to open new ones in this 
territory; our line ts built especially 
for promotions to the leading jobbers, 
chains, and credit jewelers; complete 
information first letter Address “C., 
2074," care of IC-K 


STORE MANAGER; permanent position 
for credit retail jewelry store: estab. 
lished over 25 years in Detroit: excel- 
lent salary and bonus; age 26 to 40. 
state history last 10 years, earnings last 
year and salary desired: annual con- 
tract if desired; replies strictly con- 
ie Address “R., 2068." care of 
C. 


JEWELERY and watch repair estimator ; 
we will soon have opening for experi- 
enced man qualified to give estimates 
on fine watches and gold and platinum 
jewelry repairs; must aleo be qualified 
to sell; an ideal opportunity for right 
man in this metropolitan's oldest, 
largest and finest jeweiry store Ad 
dress “W., 2081," care of IC-K 


STORE manager for an old established 
retall credit jewelry estore in the sub- 
urbe of Detroit, Michigan: excellent 
salary plus percentage and bonus; age 
25 to 40; etate earnings last year and 
salary desired: estate history last ten 
years enclosing recent photo; replies 
etrictiy confidential, Address “R., 2041," 
care of JC-K 














WATCHMAKERS and department man- 


agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent itions ; 
excellent working conditions; high # 
state age, experience. People's atch 
Hepair Company, 120 Summit &8St., 
Toledo, Ohio. 


SALEBMEN ; nationally known diamond 


ring house adding to our sales organi- 
zation; have open territories New Eng- 
land States, south and middle west: 
men with established retail jeweiry 
store following need apply: 410,000 
drawing account against commission ; 
give detailed antecedents in first let- 
ter; our men know of thie ad: all in- 
formation kept in atrict confidence 
Address “R., 2068." care of JC-K. 


SALESMEN wanted: a well established 


large manufacturer of a popular priced 
line of silver plated hollowware is look- 
ing for good representation for the mid- 
die western states; also for the entire 
west coast territory; drawing account 
or straight commission basis: no ob- 
jection to one or two side lines: ours 
ls @ major line; have well established 
popegnte Addrens “L., 2031," care of 


JEWELERY buyer; well established top 


flight jewelry chain has opening for 
weilry buyer in middle west; muat 
ave at least 10 years’ experience, and 
be capable of merchandising chain of 
stores intelligently; age 30 to 45; 
highest salary and contract avaliable; 
state history last 10 years; present em- 
loyment, current earnings ; replies held 
n etrict confidence. Address “R., 
206%," care of JC-K. 


WATCH SALESMEN experienced hav- 


ing called on fine jeweler with watch 
or kindred line; have superior qual- 
ity watch made in our own Swiss 
factory, distributed under unique 
plan accepted with enthusiasm by 
class jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 
Address, “F., 115,” eare JC-K. 


DIAMOND ring salesman for southwest 


territory, one of the best designed, beat 

ackaged promotional diamond ring 
ines in the country, well received by 
jewelers, needs aggressive salesman 
with following amongst retail jewelers 
in Texas, Oklahoma, Louisiana, Missis- 
sippi, and Arkansas; complete support 
through heavy dealer aids and promo- 
tions; drawing against commissions; 
inquiries confidential; give full details 
first letter; David Sarkin, Inc., 37 Weeat 
47th Street, New York City. 


oe IR ee a ee ae ee et ene 


SALESMEN wanted: a well established 





large manufacturer of a popular priced 
line of silver plated hollowware ia look. 
ing for good representation for New 
England territory, State of Penna. and 
New York State, except Greater New 
York City; aleo for southeastern and 
southwestern territory: drawing ac- 
count or straight commission basis; no 
objection to one or two short side lines; 
ours is a major line: have well estab 
lished accounts. Address “L., 2019," 
care of JC-K. 


eee a et e-em ne - ~ meee 


IF YOU are looking for opportunity and 


a future, we have a esplendid one to 
offer; you can be 30 to 60 years of 
age, have a personable appearance, and 
selling experience in a quality retall 
downtown store. This aggressive 76 
year old firm is looking for new blood 
who are willing to earn their laurels; 
only salesmen who can take responst- 
bility are assured a good steady income 
with an a ghar d for future manage- 
ment; apply in person or write all de- 
talle to W. B. Grush, V. P.. Busch & 
Sons, Jewelers, 1707 Main 8t., Dallas. 
Texas 





REPRESENTATIVE wanted; oppor- 
tunity for right man with nationally 
known watch house working only 
with franchised retail jewelers; com- 
plete quality line, all with originai 
Ineaflex balance wheel and other 
exclusive selling features; many 
established accounts; man must be 
enthusiastic and anxious to work; 
full company cooperation with eye 
to building enthusiastic dealers; 
states open Ohio, West Virginia, 
Virginia, Kentucky, Tennessee; in- 
terested in permanent men only; 
draw against commission; give full 
details including experience, age, 
family and references in first let- 
ter; references not contacted with- 
out your permission. Wyler Watch 
Corporation, 131 E. 23rd St., New 
York 10, N. Y. 


SALESMAN wanted; experienced; oid 
established well known manufacturer 
of gold jewelry and findings sold 
through catalogs which are now in the 
possession of all jewelry retallers, 
wholesalers, repairers and manufac 
turers throughout the United States 
seeks top salesmen with large follow 
ing in this field; the right men can 
earn $25,000 or more annually with the 
most complete line of bracelets, charms, 
earrings, pins, rings, men’s jewelry, 
watch cases, attachments and a very 
extensive line of findings; no merchan- 
dise need be carried: work with cata- 
logs: all territories open; liberal draw- 
ing against commissions when quali 
fied: write advising experience, terri 
tory desired, references; side lines wil! 
be considered : replies confidential. Box 
564, Dept. F, 1474 Broadway, New 
York 36, N 


in tenement teen manic, 
For Sale 


Stores, Stocks and Businesses 


a re meme aa 
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JEWELRY store for sale in town of 25, 
000 population; best location In Alken, 
South Carolina, $5,000 cash will handle, 
write Burgess Jewelers, Alken, South 
Carolina. 


CAPE COD: jewelry and watch repair 
business, good stock; modern fixtures, 
one man operation, inventory approx! 
mately $9,000. Write Mrs. Eastman, 
Box 494, Dennisport, Mass 


JEWELRY store, excellent location; 
good repair business, in southern 
Pennsylvania; business approxi- 
mately $37,000 yearly; ideal for in- 
dividual or chain. Address “B., 
2062.” care of JC-K. 


PHILADELPHIA jewelry store, centrally 
located, established 29 years; high vol 
ume jewelry and watch repairing ; low 
overhead; air conditioned ; lifetime op 
portunity ; owner retiring |; inventory re 
duced $8,000 including fixtures. Ad 
dreas “A.. 2114," care of JC-K. 


JEWELRY store, Thumb of Michigan . 
very modern; well established; good 
location; clean stock; excellent repair 
department; growing community 
priced to sell; have other interests. Ad 
dress “F.. 2076," care of JC-K. 


MODERN jewelry estore, 15 years in New 
Hampshire; excellent location, oppor- 
tunity for good watchmaker or credit 
chain store: stock and fixtures, $12,000 ; 
will sacrifice: other tnterest. Address 
“HL. 2103," care of JC-K 
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NORTHERN New York modern credit 
jewelry store established 20 years; 
great potential with St. Lawrence sea- 
way; no inventory, excellent location 
and lease: have good reason to sell 
Address “F., 1762,” care JC-K 


FOR SALE; highly selected jewelry stock, 
brand names of watches and jewelry ;: 
reasonably priced; excellent oppor- 
tunity for a beginner: owner was forty 
years in the jewelry business. Address 
“P.. 20560," care of JCK. 


PROGRESSIVE credit store in fast grow- 
ing seuthern Ohio town; annual volume 
approximately $90,000; population 50,- 
000; excellent lease, modern front and 
fixtures, new air conditioner; want to 
retire; will arrange terms; principals 
only. Address “T., 2110," care of JC-K 


—_—— 


JEWELRY store, north of San Francisco, 
California, area rapidly growing, won- 
derful climate, long established, lease 
available; plenty repairs, clean stock, 
one person can operate; fixtures and 
inventory approximately $10,000. Ad- 
dress “M., 2073," care of JC-K. 


ENGRAVING business, established eight 
years, good downtown location; mod.- 
ern equipment; steady accounts; indus- 
trial, jewelry, sporting goods, etc., gross 
$8,000-$10,000; ample space for expan- 
sion into complete trade shop; Illinois 
Address “H., 2107," care of JC-K. 


— — 


|[A8 ANGELES well established jewelry 
store; clean stock, leading lines, mod- 
ern fixtures, fine location, low rent, wil! 
lease, plenty repair work, due to death 
of owner, good buy; $13,000 inventory 
Mrs. C. . Hamm, 8920 8. Western 
Avenue, Los Angeles, Calif. 


LONG established quality cash jewelry 
store, popular summer resort, northern 
Michigan, lower peninsular; all silver 
and watch lines, fixtures, stock optional, 
low rent, good lease, perfect for seml- 


retired individual, good easy living 
Address “H., 2042," care of JC-K. 
NEWLY remodeled this year; ill 


health and other business interest, 
reason for selling; approximately 
$45,000 will buy; can reduce stock 
if necessary; cash business; no ac- 
counts to buy. Midwest Jewelry 
Company, 131 N. Broadway, Wichita 
2, Kansas. 


(“REDIT jewelry store, modern, well 
established, suburban Los Angeles in 
fast growing San Fernando Valley; net 
sales last year over $60,000, can easily 
be increased; very clean stock approxi. 
mately $25,000, fixtures $7,500, includes 





alr conditioning Address “H., 2045."’ 
care of JC-K 
PAWN SHOP, credit, jewelry store; 


established 20 years, franchised lines, 
air conditioned, only one in North Caro- 
lina industrial city of 30,000 popula- 
tion: 1955 cash sales $70,000, interest 
on loans, $11,000; watch repairs, $3,- 
000; retiring from business Address 
"R., 2060," care of IC-K 


MODERN jewelry store, established 10 
years, excellent location, fine repair 
business, aleo handling leading lines of 
luggage: forty miles from New York 
City, South Shore Long Island: price, 
$5,000: inventory or any part can be 
purchased: terms if desired Address 
“G.. 2088." care of JIC-K 














ROLLING Mill, hand type, 









































































































FLORIDA: credit jeweler, county seat, 
population over 6,000, modern fixtures, 
clean stock, leading lines, low inven- 
tory at present, good lease, low rental, 
finest location, plenty of repairs; reason 
for selling, owner deceased; under 
$16,000. Address “C., 1953," care of 
J 


ne 


JEWELRY store: air conditioned, good 
location, good reputation, over 30 years 
very profitable; hundreds of good cus- 
tomers; watch and jewelry repairing 
plentiful: owner 75; Ul health; $6,000 
cash, balance to responsible party; will 
sell building with income of $56,460 
yearly, good terms. Address “K., 2108,” 
care of JC-K. 





~—— — 
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JEWELRY store, established 1886 and 
has been in same family since; clean, 
modern and up to date, grossing $20,- 
000 annually with good watch repair 
business; priced to sell immediately ; 
information and free pictures matiled, 
no obligation whatsoever on your part 
C-6152 Continental, 804 Grand, Kansas 
City, Mo 





COMPLETELY equipped, retail jewelry 
and repair store in the heart of down. 
town Newark, New Jersey: all new. 
modern fixtures, neon signs, new win- 
dow trim, inside showcase displays. 
register, air conditioned, 10 ft. front, 60 
ft. deep; small and neat: low rental: 
full price sacrifice, $46,500: one man can 
operate. Address. FP. Smith, 236 Mar- 
ket Street, Newark, N 





— — —— 


JEWELRY store located in north Centra! 
Ohio: excellent location tn fast grow- 
ing industrial town bullding new plant 
near to employ 3600: have good lines: I 
am a watchmaker and with my wife 
helping in the store, grossed $35,000 
first year in business: located in smal! 
shopping center in finest section of the 
city: rent $100 per month: will sell for 
$4 100 Address “C.. 2111.” care of 
IC-K. 





For Sale 


Teels, Equipments 


-~ 


rolls 3%" & 
2” diameter, new condition: also tap- 
ing dies. FE A. Kiine, 1553 York Ave.., 
ew York 28, TR 9-3642 


EZY rede magnifiers and readers offer 
you fine extra sales and profits to 
your trade; why not send for our 
new 1956 complete magnifier cata- 
log today; Apex Specialties Com- 
pany, Providence 4, R. I. 


JEWELRY store fixtures: eight 6 ft. wall 
cases 7 ft. high, four 6 ft. floor cases, 
one 7 ft. circular floor case, one 6 ft 
lighted sterling silver fatware case with 
two chairs, one large pen case: these 
are all modern walnut practically new 
matching cases: can be bought very 
reasonable Address “BR.. 2093." care 
of IC-K 





Business Opportunities 


EVERY EFFORT ia made by The Jewel 
era’ Circular-Heystone to keep ita ad 
vertising columneae clean Advertisers 
under Business Opportunities, etc., must 
jurnish trade references Announce- 
ments must pase the atrict censorship 
requirements of The Jewelers’ Circular. 
Keystone 


ee 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





ror JUNE, 1956 
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ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br, 4.7303, Chi- 
cago 26, Ill. 


JEWELRY — China — Objects D’art; 
Auction § service. See page 82, 
Thomas J. Faussett, Howell, Mich. 


IF YOU wish to liquidate, retire or sell 
for spot cash, write, wire or ne 
Gordon Sales, Inc., 83-85 Cornhill, 
Boston, Mass. Tel. Lafayette 53-8415. 


RAISE cash immediately through « 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St.. New York; see our 
display ad page 141. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references, Write 
Max Colmes, Room 333, 18 Tre- 


mont St.. Boston, Mase. 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or a 
stock; get my offer before selling, it ls 
to your advantage; bank and trade 
references, Write 54 Lispenard St., New 
York, Telephone Canal 6-5233 


SAMUEL GANSBERG will buy your sur- 
plue or entire stock and fixtures or 
estates for cash; my direct outlet en 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane 
New York. Telephone Rector 2-592% 


WILL rent or lease jewelry department 
in our store; showcases, lighting, heat- 
ing all furnished; the present value of 
stock is approximately $11,000, all set 
up ready to do business ; if interested 
write terprise Furniture Company, 
601 Felix St., St. Joseph, Missour 


RARE opportunity for three young, per 
sonable, agsressive and experienced 
saleemen to call on retall jewelers and 
department stores in three long and well 
established territories with America’s 
finest and best known cultured pear! 
line: territory #1, New York State, in- 
cluding Westchester County and all of 
Long tIsiand and all New England 


States: territory #22, Texas, Oklahoma, 
Loulsiana: territory A New Jeraey 
Maryland, Delaware, PMastern lVenneyi 
vania, District of Columbia, Virginia; 


the 


potentials for 
Address 


tremendous earning 
men who can qualify 
7115." eare of I C-K 


— 


AM ready to pay you cash, dollar 
for dollar, for your stock, providi 
you have been an established ca 
jeweler for a period of years and 
enjoy a good reputation; | will take 
stock over as a going or going-cut- 
of-husiness; not interested in any 
credit stores; | have bought and sold 
over 100 stores in my 40 years of 
business; all corres dence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St... Suite 901, New 
York, N. Y. 
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BUSINESS OPPORTUNITIES—Cont, 


DO you need cash? Examine our 
guarantee sales method of obtain- 
img at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazi result for over 200 
jewelers aay § last two years alone; 
their thankful letters are in our 
files for your inepection, Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y¥. Telephone PL 7-4693; 
See page 85 for additional details, 


WILSON Sales System; sale manage- 
ment specialists since 1919; if you 
are thinking about a sale to raise 
cash, remodel or retire, etc., then 
you owe it to yourself and your cus- 
tomers to investigate our methods 
and reputation; our quality services 
have been used and endorsed by 
over 1500 jewelers; we are recom- 
mended by the top manufacturers, 
wholesalers and representatives in 
the industry; write, wire or phone 
Longacre 54-7388, Empire State 
Ridg., 350 Fifth Avenue, New York 
1, New York. 


evenness ca ame 
Wanted to Purchase 


a 


WANT to buy a jewelry store with watch 
repair department, within 100 miles of 
New York City. Address "J., 178," care 
of JC-K 


WANTED to purchase; an established 
jewelry estore in Central States, doing 
$50,000 or more; prefer cash store with 
little credit. Box 83, Cass Lake, Minn. 


QUALITY watch repairing is our spe- 
elalty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Osear Aron, 62 W. 
47th St... New York, N. Y. 


$88 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
serap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc.. Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 


CASH in; send us your watch move- 
menis, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





Watch Work, nee. for 
the Trade 


Giese em 


TOP quality watch repairs for reputable 
jewelers; moderate charges, monthly 
accounts. Manna Bros 101 W. 44th 
Street, New York 36, N. ¥ 


FINE watch repairing for the trade since 
1925; prompt mali service; work guar 
anteed;: Manhattan Watch Repair Com- 
pany, 21 Maiden Lane, New York , N. Y. 


WATCHMAKER doing quality work with 
rated concerns has opening for few 
more accounts on west coast only: 
references if desired. Address “K., 2109,” 
care of JC-K 


ANTIQUE clocks restored; wheels and 
pinions cut order; missing parts de- 
signed and replaced; Stanley Prokop 
and Associates, 6524 East Colfax Ave- 
nue, Denver 20, Colorado, 


wt eee ete aren 


BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service ; prices on request: mall 
orders invited. David Migdal & Co, 
109-B Summer 8t., Tel. Hu 2-9647. 





IMPORTERS, jewelers, attention; lever 
and pin lever watches serviced under 
your guarantee, from 50¢ to $1.66, 
trade only. H. Simon & Son, Lake 
Ronkonkoma, N 


OVERHAULING of automatic, calen- 
dar, chronographs, including regular 
watches: watchmaster timed: certified 
watchmakers: Benmar Standard Com- 
pany, Poet Office Box 708, Church Street 
Station, New York 8, N. ¥ 


FINE watch repairing for the trade; all 
work guaranteed for 1 year: 3 to & 
days service; watchmaster tested; rea- 
sonable prices. A H. Schierer, Watch- 
maker, 101 8. Marion S8t.. Oak Park, 
Ti}. 


PRECISION watch repairing; year guar- 
antee, cleaning $1.50: cleaning and 
mainepring $2.00; cleaning and balance 
staff $2.25: we pay postage. Precision 
Watch Repair Co., 817 Sixth Ave., 
Bes 


PLATINUM and gold jewelry made to or- 
der according design to design, also 
setting on premises: out of town or- 
ders given full consideration; three to 
four day service: diamonds and pre- 
cious stones replaced. Sam Salamon, 4 
West 47th Street. New York 18, N 


—_—___—¥—“—«—K——__—X—X—“—=“_s_av—=_—- 
Special Order Work and 


Repairs for the Trade 


ENCRUSTING, engraving, drilling; pre- 
semi-precious stones furnished 
and cut: fraternal emblems encrusted ; 
seals engraved; special orders. Harry 
Braunfeid. 108 Fulton S8t., New York 
City 


cious. 


FINE made covers or slip in cases with 
cut out or plain in fancy leather or at- 
tractive brocades, velvet plates, etc.; 
especial order work or contract, also 
gold stamping Theodore Kawer, 776 
Sixth Ave., New York City 








To Let 


FOR rent, completely fixtured jewelry 
store, 100% location, Kokomo, Indiana. 
Address “K., 1961," care of JC-K 





jewelers’ Circular-Keystone 
Chestnut G S6th Sts 
Philadelphia 39, Pa 


Here is my want-ad 


ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates G Regulations 


ALL ORDERS: CASH IN ADVANCE 





Please check if box No 





Wanted [) 
Enclosed is Check [) or Money Order [) 


(Name (Please Write Plainly) 


Street e City . 


State 
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Antin’s oes 142 
Aren Crowe Tam, IMG. ....ccccccces 79 
Arien Trophy Co. -Ciebwemabecens 79 
Automatic Chain Co. ............6.. 64 
B 
Baker & Co., Ine 7 
Ballou, B. A., & Co., Ine. 22 
Barrows, H. F., Co., Ine 64 
BRecken,. A. C.. Co 145 
Becker-Heckman Co 144 
Bikol Refiners Co 142 
Horel Watch Co rer 4 
Borgfeldt, Geo.. Corporation 117 
Bowman Technical School 160 
Box “G., 2115” 169 
Bradley University 144 
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THE PERMANENCE AND OPPORTUNITIES OF CHANGE 


* The jewelers’ stock, like that of the druggists, has over 
the years broadened to include many items that would 
have previously been out of character in his store. There 
are some jewelers who bemoan this development; but the 
benefits of diversification are sought by even our biggest 
industries today, 

Let's face a fact. How many jewelers would there be 
today if stores so labelled sold only jewels—or jewelry 
or watches? 

It takes a lot of china, flatware, glass, household 
electrical appliances, leather goods, radios, razors, 
lighters,—-and many of the other heretofore considered 
“extra” lines to maintain the big volume necessary to 
keep all our “jewelry stores” operating today. And this 
is good, 

For it tends to keep our system of retail stores and 
the people in them-—-alive and active. It provides a wider 
base upon which to appeal for public patronage. It is 
good because it brings the interest and the brains of 
leaders from other industries into ours. 

The volume produced by this diversification has 
extended the number of jewelry stores and their volume. 
This in turn has attracted still more manufacturers to 
our system of retail outlets. This competition has in 
turn increased the promotional activities of manu- 
facturers who depend principally on the jeweler as the 
outlet for their products. 

A glance at the list of exhibitors at any of the trade 
shows demonstrates the extent of the benefits provided 
by this diversification. 

The period of the year is now here when jewelers are 
attending, or planning to attend, regional and trade 
shows and jewelry conventions where manufacturers of 
many kinds of merchandise from a number of fields are 
displaying their products. 

Certainly a trade show is an opportunity for a jeweler 
to get a change of scene, a chance for a bit of recreation, 
an opportunity for social and business contact with other 
jewelers, But trade shows also provide your only means 
of seeing the actual merchandise which the combined 
talents of hundreds of manufacturers in many fields have 
designed for your particular needs. 

Visit the shows, study carefully the exhibited lines. 
listen attentively to the explanations of the reasoning 
and the sales plans behind those lines. 


All this is not a business “obligation,” it is a privilege 
provided by an active jewelry industry. It is a business 
opportunity to improve your volume, lower your costs 


and increase your profits. 


PROTECT YOUR CHRISTMAS BUSINESS—NOW 


* Estimated retail sales in the United States this past 
March showed an increase of 8 per cent above March 
of last year, and were up 16 per cent from February. 
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AND IN CONCLUSION 





However, for the first time since November 1954 the 
automotive group of retailers showed a decrease from 
the comparable month of the previous year. In the same 
comparison, all other major kinds of business showed 
increases——the largest being the apparel group, with 26 
per cent improvement. This is particularly interesting 
because most clothing people and jewelers have the idea 
that their principal competitor is the automobile industry. 

And it’s true. The Department of Commerce figures for 
retail sales substantiate it. 

But, lest we get some hollow comfort from the fact 
that the public is currently in the market for things other 
than cars, let us consider some important facts about the 
automobile industry: 


1. It has, during the past three years, hung up sen- 
sational sales records in dollars and in units. 

2. The public is reasonably well accommodated at the 
moment in a nationwide fleet of relatively new cars. 

3. The styling and mechanical changes in the 1956 
models were not sufficient to hasten obsolescence. 

4. Karly this year, reports came out of Detroit that 
the 1957 models were going to be dramatically ad- 


vanced in every way. 


. Therefore, a great number of people have restrained 


/ 


their usual seasonal! desire for a new car in order to 
wait for the 1957 models. 


Now, the thing that makes this situation look like only 
a temporary relief for competing merchants is that the 
1957 automobiles are scheduled to appear in October, 
November, and December of this year. What is more, 
tens of millions of advertising dollars will be spent on 
their promotion to glamorize them in the eyes of the 
public. 

And this, just at the time when jewelers are hoping 
to get attention for their wares as Christmas gifts. 

Let’s face it. This situation will provide formidable 
competition during that period which the jeweler depends 
upon for his 1956 profits. 

Let’s face it and let’s do something about it—-now! 

That “something” might be for retailers to get details 
on Operation Cherub which the Jewelry Industry Council 
is currently putting in readiness for next Christmas 
season. Address: 608 Sth Ave., New York City. 

At least this may start you on your Christmas planning. 

Other competing industries are getting ready now. 
Let’s be sure we're prepared and rolling next fall. 


MecersSel A rez. 


EDITOR 
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Direct line to 
silverplate profits 
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Right across the bourd, 1847 Rogers Bros. | . 

gives you the combination for bigger protits 

in silverplate: . 


® Best Reputation for Quality. 


= 
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® Most Popular Patterns. 


© Best-selling Line, Year after Year. 





1847 ROGERS BROS. 


America's Finest Silverplate 


Macsle on ty he luternatimal Silver Con pmal Viewicles f cnn, 
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MAKE THE PICKIN’ EASY... 
with a garden of COMMUNITY baby items on display 


.. and vou ll pick up lots more baby business! Just Fresh attractions in Community baby items are 


jlace this eve-catching display in a prominent spot in now available in South Seas* and the brand-new 
} % CIspia' | 


your store. (It's free with your order for assortment Twilight.* Giving gift seekers a selection of all five 


No. 9035, total consumer price $102.90.) Then sug- Community patterns ...in every item. Plus a com- 


gest a Community* baby giit to every customer. plete line of gifts galore for every age... trom 


(With the birth rate booming, your potential is high!) birth through all stages of growin’ up! 


rma ‘MARES 


COMMUNITY anv 
THE FINEST SILVERPLATE See 9B 


Created in the Design Studios of Oneida Ltd. Silversmiths 7 he ene 
ocvertising Compaign 


ever aimed at women! 





